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NON- 
STOP 
IDENTITY 


No matter where, when or how you look at St. Lawrence 
Offset Enamel, you know it at a glance. You know it for 
its high whiteness, its high gloss. On the press—at high 
speeds, it’s aslick performer, a tight grip for inks. Color 
and art won't bury its identity or dull the brilliance of 
this versatile Newton Falls paper. Use St. Lawrence 
Offset Enamel once—know it whenever, wherever or 
however you look at it thereafter. 


NEWTON FALLS PAPER MILL, INC. 
330 West 42nd St., New York 36, N. Y. 
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Each Wednesday night Emery picks up galley proofs of TV Guide in Radnor, Pa., and delivers them to 
TV Guide offices in Boston, Cleveland, Chicago, and Detroit. Corrections are teletyped in to Radnor 
right up to press time. The magazine is laid out on Monday and goes to press Friday night. To meet 
this tough deadline TV Guide picked Emery because of Emery’s speed, reliability, and teletype con- 
trol of shipments door-to-door. Call your local Emery man today to find out what Emery can do 
specifically for you—to your profit. 


EMERY A/IR FREIGHT 


801 Second Avenue, New York 17, New York Offices in all principal cities. 





Which of these 
Hammermill 
Graphicopy Papers 
- could you use 
profitably now? 





Check as many as you like: 


FOR OFFSET PRINTING 


C) HAMMERMILL BOND 


Standard of quality for better-looking letterheads, forms, 
enclosures. Clear, bright and strong. Good erasability and 
typewriting quality. White and 13 beautiful colors. 


COCKLETONE BOND 


For executive letterheads and important documents. 
Luxury paper at modest cost. Excellent typing, writing and 
erasing surface. 


MANAGEMENT BOND 


A good-looking watermarked paper for low-cost letters, 
forms, enclosures. Fine typing and writing surface. 


For forms, advertising literature, bulletins, catalog pages. 
An economical unwatermarked bond with top press per- 
formance qualities. 


HAMMERMILL OFFSET SUPER-SMOOTH 


Outstandingly level surface gives brilliant printing effects 
with life-like illustrations. Runs well on spirit duplicators. 


HAMMERMILL OFFSET WOVE 


For general purpose offset reproduction: advertising 
pieces, sales literature, manuals, catalogs. 


HAMMERMILL OFFSET VELLUM 


For all kinds of ad-promotion printing. Gives a softer more 
subtle effect to art work and product illustrations. Also 
works well with stencil duplicators. 


GLOSSETTE COATED OFFSET 


For sharpest reproductions of black and white or colors 
—type, solids, illustrations. Ideal for bright, sharp spirit 
duplicator copies. Works well as a spirit master. 


DEEPLAKE OFFSET 


A reliable general purpose paper at a very reasonable 
price. Wove finish. 


HAMMERMILL OPAQUE 


Gives extra sparkle to type, solids, illustrations. Tops for 
two-side printing. Good for extra-quality stencil duplicat- 
ing with contact dry or paste inks. Vellum finish. 
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O HAMMERMILL INDEX 


For index cards, show cards, folders, menus and general 
advertising. Strong, snappy and easy to use in the type- 
writer or on the spirit duplicator. Best index paper for 
any printing. 


FOR MIMEOGRAPHING 
CO HAMMERMILL MIMEO-BOND 


For top-quality reproductions of bulletins, scripts, sales 
letters, other mimeographed messages. Lint-free, with 


minimum set-off. Gives more than 4,000 readable copies 
per stencil. 


OC) WHIPPET MIMEOGRAPH 


For clean, sharp, low-cost mimeograph copies. Lies flat, 
runs fast. 


FOR DUPLICATING 


O HAMMERMILL DUPLICATOR 
Gives outstandingly bright, sharp copies of bulletins, 
reports, invoices. Colors, made with alkali-resistant dyes, 
are right for Azograph duplicator use. 


WHIPPET DUPLICATOR 


For attractive spirit and gelatin duplicated messages at 
low paper cost. 


HAMMERMILL DOUBLE PURPOSE 
MASTER PAPER 


For long or short run masters on spirit and gelatin dupli- 
cators. Good for offset reproduction proofs. 


FOR SPECIAL PURPOSES 


O HAMMERMILL TRANSLUCENT 


For “whiteprint” machine masters. Excellent for printed 
headings by offset duplicators. Types, writes, erases well. 
High translucency gives fast, clear copies. 


HAMMERMILL BRAILLE 


Made especially for clean, firm, durable embossing of 
smooth raised dots by the Addressograph-Multigraph 
Braille Duplicator or the Perkins Brailler. 


MYLAR® REINFORCED PAPERS 


Three-hole punched for long use in three ring binders. 
Super thin Mylar film lets you feed papers automatically. 
Available in round and square cornered Hammermill Bond. 
Hammermill Duplicator, Mimeo Bond, Whippet Bond, 
Mimeo and Duplicator also available in square corners. 


ASK YOUR HAMMERMILL SUPPLIER for profitable 
information on any Graphicopy paper. Hammermill Paper 
Company, Erie, Pennsylvania. 





Just Ctluein Us 


Beware Of Reverse Plates 


Nobody would contend, I think, that the type in a reverse plate is 
easier to read than if it had been presented in the usual way, black on white. 


Why, then, do so many advertisers and agencies go for reverse plates, 
which in most cases have some extra attention value, obtained only at the 
expense of legibility? 


It is probably due to the desire to prettify the ad, to make it look 
professional, or to strive for extra attention. 


Not long ago I saw a color page in a national magazine advertising an 
insurance company. It used a reverse plate. The type was small, and 
some of it was so muddy that it was almost illegible. Did the advertiser 
get his money's worth? Not if. his objective was to register a sales message, 
rather than a fleeting impression, with the insurance buying public. 


Small advertisers are even more guilty than big ones in the use of 
reverse plates. The fractional-page advertiser seems to think that if his 
black plate makes a blob on the white page, his message will catch the eye 
and get more attention than those surrounding it. But often the effect 
is just the opposite. 


Good layouts and typography are needed to make it easy for the tired 
human eye to grasp quickly the message of the advertiser. When anything 
is interposed that makes the reader work harder, the ad fails to accomplish 


its purpose. 
EE Te 


G. D. Crain Jr. 
Publisher 


So beware of reverse plates! 


ADVERTISING REQUIREMENTS 
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SUCCESSFUL 
ARTISTS USE CRESCENT 


ILLUSTRATION BOARD 
CHARCOAL BOARD 
BRISTOL BOARD 
T.V. BOARD 
COLORED DRAWING BOARD 
WATER COLOR BOARD 
MAT BOARD 


see your Crescent quality dealer... 


1240 N. Homan Ave./Chicago 51, Ill. 
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Ce crete ng 


Requirements 


The Sales Promotion Man: A Self-Portrait 
A SPEA survey sheds light on this new man of manage- 
ment—his experience, his pay and his habits. 
Rosert B. Konrkow 


Pinpointing Promotion to a Specialized Target 
The Negro market takes a little extra effort to reach, but 
the returns usually justify the work. Stan MATTHEW 


A Product Demonstration with Impact 
To demonstrate the strength of its glass-lined tank, A. O. 
Smith set one up as a target for exhibit visitors, and invited 
them to try their strength. BENN OLLMAN 


A Rolling Audio-Visual Exhibit 
How the state of New Jersey increased its audience impact 
and reduced its expenses by a newly-designed trailer. 
THomas S. Hoox 


A Lot of Exhibit in a Little Space 
To get a portable exhibit, with lots of exhibit space, AMP 
built its panels into a truck. 


Photography Can Make Catalog Sales 
Here are some suggestions on avoiding the common errors 
that characterize catalog photography. HAROLD SEGARD 


Sometimes It Takes Luck 
An alert photographer and a wide-awake reader add up to 
a great advertising photograph for Bethlehem Steel. 


Preplan Your Motion Picture for Greater Value 
If you want to get the most out of your large investment, in 
money, time and effort, give some thought to preplanning. 


When All Media Work Together 
When a manufacturer and a department store cooperate in 
an integrated promotion, results are assured. Bette Macon 


A Low-Cost Unit Display 
How an ingenious sales promotion man used stock materials 
to lick the high cost of custom displays. Ertc ADAMS 


How to Track Down a New Premium idea 
An agency premium buyer suggests a number of ways to 
get new premium ideas that will achieve their objectives. 
Mricuaet J. O’ConNor 
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OF CONTENTS 


Direct Mail Helps Open a New Plant 
A simple direct mail campaign, using inexpensive letter 
gimmicks, created public interest in the community. 
Murray REITER 


How Breck’s Handles Mass Addressing with Economy 
When you handle 12,000,000 mailing pieces a year, plus the 
resulting orders, you are careful to watch mailing room 
costs. Putt Hirscu 


A New Package that’s not too New 
When Scott Paper Co. wanted to add colored napkins to its 
line, it didn’t want to lose the familiarity of the old package, 
but needed additional impact for the new product. 
ALLEN SOMMERS 


Comic Books 
The current Advertisers Buying Guide discusses a sales 
promotion medium that started out for children, but is now 
doing a man-sized job. Tep SANCHAGRIN 


A Portfolio of Sales Promotion Material Produced Internally 
An astonishing variety of material is coming out of internal 
plants, as this selection vividly demonstrates. Ep SAcHs 


An External is an Automatic Salesman 
An agency expert outlines the role of the external publica- 
tion in sales, and shows how it really works. 


Atrrep J. O’Brien Jr. 


A New Way to Make Envelopes 
A Texas department store saved money and time by ad- 
dressing catalog envelopes before they were made. 
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Point of Purchase 
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NASHVILLE 


WIRE DISPLAYS 


@ A variety of finishes: Baked 
Enamel in a wide choice of 
colors and Electroplating in 
brass, nickel, chrome and 
zinc. 


@ A complete selection of 
materials: wire, tubing, per- 
forated metal, expanded 
metal, sheet steel, wood, 
plastic, peg board. 


@ Modern facilities insure high 
quality standards. 
@® Dependable delivery service... 
including warehousing 
and drop shipping. 
Over a Quarter Century of 
Reliable Service 


Write for details concerning NASHVILLE 
WIRE DISPLAYS designed to suit your needs. 


Phone: 
Alpine 5-7541 


P.O. Box 491 
1415 Elm Hill Road @ Nashville, Tenn. 


Ge a a eee 
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IDEA NO. 185 


Air-Conditioned Plug 
for Alpine 


Like the mountains it features, this 
clever store door sign for Alpine 
Cigarettes has two sides — both 
printed on only one side of Kleen- 
Stik Clear Acetate. As a result, it 
goes up with a quick peel-an’-press 
on glass doors, displaying its “Air 
Conditioned’”’ story on the outside, 
its “Thank You’’ message on the 
inside . . . and selling Alpine on both 
sides! John Urbain, Art Dir. for 
Philip Morris Ine., did the bright 
design. Handsome production — in 
11 colors!—by Larstan Processing 
Co., Ine., Long Island City, N.Y. 
(Larry Golub and Stan Gabriel), 
with John Silcox handling the sale. 


. WITH KLEEN-STIK 


. KEEP IT UP.. 


GET IT UP.. 


tLe) 1 head VERSATILE 
GELF-STIK-ing Pte 


0 
m 
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IDEA NO. 186 


K-S Boosts New Dairy Pack 


To publicize their new cartons for 
their line of milk products, Roberts 
Dairy Co. home office, Omaha, 
Nebraska, enlisted the aid of 
get-it-up-and-keep-it-up Kleen- 
Stik. This smart die-cut streamer, 
f’rexample, is simple to post on 
dairy cases in retail stores because 
of the three strips of self-sticking 
Kleen-Stik on the back. Design 
and production were ably managed 
by Ray Dundis, Acct. Exec. for, 
Buchanan-Thomas,_ Inc., 
Roberts’ agency, and Ray McNeill, 
salesman for Moran Printing Co., 
Omaha. 


dagam**’dn Al 


"dn Ai 


If you want **mountain” sales 
for your product, ask your reg- 
ular printer, lithograher, or 
silk screener for display ideas 
incorporating modern, moist- 
ureless Kleen-Stik—or write 
direct. 


MILS-N337M HLIM’ 


| PRODUCTS, INC. 
7300 West Wilson Avenue 
Chicago 31, ilinois 
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Professionals? .. . 


Actual Activities 
Cast Some Doubts 
in Editor’s Mind 


Not so long ago, we were honored 
by an invitation to be a guest of the 
Packaging Designers Council at a 
dinner honoring John Morrell & Co., 
Chicago, which was given the PDC’s 
second Industry Award, whose 
trophy reads “For Outstanding Con- 
tribution to the Effective Use of 
Creative Package Design in Market- 
ing.” 

The evening was an interesting 
one, for the packaging program of 
Morrell, worked out in cooperation 
with PDC member Robert Sidney 
Dickens, was a fine one, and much 
of the background and the thinking 
was explained in words and pic- 
tures. It was a useful and instruc- 
tive insight into the best kind of 
client-designer relationship. 

In addition, it was an opportunity 
to chat with some of the most in- 
teresting people in the advertising 
and sales promotion field — the in- 
dustrial and package designers — 
as well as colleagues of the business 
press. All in all, a worthwhile eve- 
ning. 


> But it led to some _ curious 
thoughts about the ambivalent role 
of the package designer in the mar- 
keting field. And it pointed to a 
position towards communication 
that might very well be called hypo- 
critical, and which is a little hard 
to accept from a group that is 
normally so articulate regarding the 
process of communication. 

It stems from a provision laid 
down by the PDC that no member 
shall advertise. This is based on the 
assumption, or desire, that package 
design is a profession, and that 
professionals do not advertise. The 
definition of profession varies with 
the dictionary you choose. In its 
narrow sense, it is limited to those 
people who must have specialized 
training, must meet standards set 


Auevauavennvecevanenauacasavevevensuesucscecovsenensoagersonanercecueusaeuccanececevenevenvaragevecacectcoecervenevuncananenecuancenanstcecececstanenenn arenes ¢itiit 


Display typefaces in this issue 


nak Black Condensed; 35—Dom Casual; 


up by the government, are essential 
to the health and welfare of the 
community, and who can be pre- 
vented from engaging in their oc- 
cupation for failure to continue to 
meet standards. This fundamentally 
limits the term professional to the 
physician, the attorney and the 
minister. 

In the broad sense, a profession 
is simply “a vocation requiring 
knowledge of some department of 
learning or science,” and I assume 
this includes package designers as 
well as editors or plumbers. In an 
even broader sense, it includes any- 
body who gets paid for what he is 
doing. 

Lawyers and physicians do not 
advertise. We want to be profession- 
als; therefore we shall not advertise. 
This is the way to professionalism. 
Is this the thinking of the PDC? 
But if so, is it not trying to don a 
mantle, without altering its funda- 
mental structure, without approach- 
ing the sound principles of profes- 
sionalism? 


> There is a more serious criticism 
that can—and must —be made. If 
the code of ethics says “Thou shalt 
not advertise,” why is it taken to 
mean only advertising in maga- 
zines? I don’t stray very often into 
advertising problems of this nature, 
especially as they affect ourselves, 
but it is no secret that business 
magazines depend on advertising 
for their income, and that nobody 
who earns his living in any depart- 
ment of a magazine can afford to be 
contemptuous of the material that 
appears in the advertising columns. 

But to get back to the stricture 
against advertising. Many package 
designers spend substantial sums on 
advertising, on reaching the pros- 
pect. One PDC member issues a 
well-written, well-designed, pro- 
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. . . 25—Hellenic Wide; 29—Balzac Brush; 33—Kar- 
38—Beton Open; 41—Craw Clarendon; 


48—Kaufman Bold; 49—Karnak Black Italic; 55—-Dom Casual; 58—Mistral; 63— 
Mandate; 71—Tempo Heavy; 73—Radiant Medium; 79—Bodoni Black Italic; 87— 
Handletter; 98—-Tempo Black Extended; 104—-Tempo Black Condensed; 1 10—Bodoni 
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Supplies cost 
about 1¢ per copy 


with a XeroX® 914 Office Copier. 
No wet chemicals, nor expensive 
coated papers are required, and 
there are no exposure adjust- 
ments. With this copier you make 
copies directly onto ordinary pa- 
per (plain or colored) or selected 
offset masters. 


Copies are as 
good as originals 


So superior is the quality of re- 
production that many people 
say copies look better than the 
original. The XeroX 914 copies 
anything the eye can see; copies 
all colors—even reds and blues— 
with sharp black-on-white fidelity. 
And without damage to originals. 


Versatile 
and fast 


Copies in seconds anything writ- 
ten, typed, printed, stamped, or 
drawn. Business, industry, and 
government use it to copy letters, 
documents, drawings, financial 
statements, reports, freight bills, 
charts, articles, advertisements, 
even pages in bound books. 


What users like 
about the 914... 


“Automatic, copies everything.” 
“Superb quality of copy.” If you 
are spending $50 or more per 
month for copying supplies, a 
XeroX 914 can be of real benefit 
to you. Write to HALOID XEROX 
INC., 9X-401 HALOID STREET, 
ROCHESTER 3, NEW YORK. 





vocative publication. Another pro- 
duces four-color folders giving 
problems of clients and showing 
how cleverly he has managed to 
solve them. Others invite prospects 
to elaborate housewarmings or 
open house tours. There are mail- 
ings of sample packages. Not to 
mention publicity and public rela- 
tions efforts. 

All of this, as all readers of AR 
know, is part of the promotion pic- 
ture. There is, it seems to me, no 
moral differentiation among the 
media open to companies wishing to 
communicate a selling message. 

On the other hand, there is no 
claim here that magazine advertis- 
ing must be used. As a matter of 
fact, for most package designers, 
national space advertising is likely 
to be one of the less effective means 
of promotion. Direct advertising is 
probably one of the better media 
for this group of advertisers. 

This, however, is an economic 
decision and not a moral one. The 
marketing objective must be 
studied; the media available ex- 
amined and weighed; a plan drawn 
up. This is what every advertiser 
does and to guide advertisers in the 
efficient use of their money is the 
primary function of an advertising 
or sales promotion agency. But to 
rule out one medium and then to 
say “We do not advertise” seems 
to be the height of hypocrisy. 


> The curious thing about this policy 
is that it does not help the pur- 
chaser of these services, the man 
who wants to use package designers, 
but does not know where to learn 
about them. In his business press, 
he is already being reached by ad- 
vertisements of packaging com- 
panies, which describe their assets 
— machinery and materials as well 
as design services. Does the Package 
Designers Council wish to leave the 
field to these organizations? It 
shouldn’t, for there is a strong case 
to be made for the independent 
package designer. But who is going 
to make it? 

Some PDC members have voiced 
fears of certain members running 
“unethical” ads. But I wonder if 
they would rather have this dis- 
tasteful promotion where it can be 
seen by everybody, or confined, as 
it can be within the terms of the 
code, to direct mail, seen only by 
its recipients. Unethical practices 
are unethical, wherever they might 
be. 

This is a policy that packaging 
designers, who are fundamentally 
involved in marketing, should re- 
consider carefully, for their own 
good, for the good of their clients 
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and prospects, and for the good of 
the packaging industry. 

I don’t mind when AR is not 
used as an advertising medium, but 
I do resent the thought that there is 
something contagious and immoral 
about using our advertising col- 
umns. After all, the things I write 
and the things you read, run right 
alongside the ads, and none of us 
want to come down with anything 
immoral! 44 


Coming 


Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 
“These entries have been added or altered 
since “The AR Sales Promotion Almanac 
for 1961.” 


FEBRUARY 


*1... Advertising Federation of America, 
Statler-Hilton, Washington 

7-9 . . . Society of the Plastics Industry 
Inc., (250 Park Av., N. Y. 17), Rein- 
forced Plastics Division Conf., Edgewater 
Beach, Chicago 

9-10 . . . Flexographic Technical Assn., 
(220 W. 42, N. Y. 36), Roosevelt, N. Y. 
10-12 . . . American Management Assn., 
(1515 Broadway, N. Y. 36), Marketing 
Conf., Drake, Chicago 

*13-15 . . . l6mm Film Workshop, (Cal- 
vin Productions Inc., 1105 Truman Rd.. 
Kansas City 5, Mo.), Calvin Co., Kansas 
City 

13-17 . . . American Management Assn., 
(1515 Broadway, N. Y. 36), Marketing 
Conf}., Roosevelt, N. Y. 

19-22 . Nat'l. Electric Sign Assn., 
(10912 S. Western Av., Chi. 43), Bellevue- 
Stratford, Philadelphia 

21 ... Laminated Foil Mfrs’ Assn., (1002 
Union Trust Bldg., Providence, R. 1.), 
Yale Club, N. Y. 


MARCH 


3-6 . . . Advertising Specialty Natl. Assn., 
(1145 19th St... NW, Washington 6), Pal- 
mer House, Chicago 

2-6 .. . Advertising Specialty Guild Intl., 
(612 N. Michigan Av., Chicago 11), Con- 
rad Hilton, Chicago. 

5-11 . . . American Soc. of Photogram- 
metry, (1515 Mass Av., NW, Washington 
5), Shoreham, Washington 

8-10 .. . Gravure Tech. Assn., (30 Rocke- 
feller Plaza, N. Y.), Drake, Chicago 
12-16 . . . Master Photo Dealers & Fin- 
ishers Assn., (104 E. Michigan Av., Jack- 
son, Mich.), Conv. Hall, Philadelphia 
20-22 Folding Paper Box Assn., 
(222 W. Adams, Chicago), Drake, Chi- 
cago 

*23-26 Westprint printing show, 
Shrine Exposition Hall, Los Angeles 
*26-29 . . . National Paper Trade Assn. 
Inc., Waldorf-Astoria, New York 

*26-30 . . . National Business Publica- 


tions, E] Mirador, Palm Springs, Cal. 


27-29 . . . Adv. Trades Institute, (135 E. 
39th St., N. Y. 16), Biltmore, N.Y. 


APRIL 


10-12 . . . American Management Assn., 
(1515 Broadway, N. Y. 36), Packaging 
Conf., McCormick Place, Chicago 
*10-13 National Premium Buyers 
Exposition, (28 E. Jackson Blvd., Chi- 
cago 4), Navy Pier, Chicago 

10-14 . . . American Management Assn., 
(1515 Broadway, N. Y. 36), Product & 
Brand Mgmt. Course, LaSalle, Chicago 


17-18 .. . Intl. Assn. of Electrotypers & 
Stereotypers, (1058 Leader Bldg., Cleve- 
land 14), Hilton, Pittsburgh 

*19-22 American Film Festival, 
(Educational Film Library Assn. 250 W. 


57th St., New York 19), Barbizon-Plaza, 
mY, 


1961 


“Changed since 
Almanac for 1961” 


“AR Sales Promotion 


May 1-Aug. 31 
Butter With Corn-on-the-Cob Time .. . 


sponsored by American Dairy Assn., 20 
N. Wacker Dr., Chicago 


May 1-31 
Personal Affairs Month . . . sponsored 
by Personal Affairs Institute of America 
Inc., 65 W. Sunrise Highway, Freeport, 
L. I. 
National Tavern Month . . . sponsored 
by Natl. Licensed Beverage Assn., 420 
7th St., Racine, Wis. 
Clean-Up, Paint-Up, Fix-Up Community 
Development Program . sponsored 
by Natl. Clean-Up, Paint-Up, Fix-Up 
Bureau, 1500 Rhode Island Av., NW, 
Washington 5 
National Ornamental Iron Month .. . 
sponsored by Tennessee Fabricating Co., 
1490 Grimes St., Memphis 6, Tenn. 
Car Care Month sponsored by 
Church & Dwight Co., c/o Theodore R. 
Sills & Co., 39 S. LaSalle St., Chicago 3 
White Bread Sales Month . . . sponsored 
by Natl. Bread Sales Months, 111 N. 
Marion St., Oak Park, Ill. 
American Bicycle Month . . . sponsored 
by Bicycle Institute of America, 122 
E. 42nd St., N. Y. 
National Home Improvement Month . . . 
sponsored by NERSICA Inc., 12 E. 
4ist St., N. Y. 17 
Spring Milk Campaign . . . sponsored 
by American Dairy Assn., 20 N. Wacker 
Dr., Chicago 
Cream Campaign sponsored by 
American Dairy Assn., 20 N. Wacker 
Dr., Chicago 
Better Hearing Month . . . sponsored by 
American Hearing Society, 919 18th St., 
NW, Washington 6 


May 1 


May Day 
Boys’ Kite Day . . . (Hawaii) 
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Modern instruments at Local 1 clinic help correct vision | 
and can even detect such diseases as diabetes and arte 


Advanced clinic keeps vision sharp 





Theyre practicing Conservation on a majo 
DOP the heart of Lower Manhattan—at 13th S 
Wit? University Place. 

Pte ests) Most eae T14 bot | 
es . That's the location of the Eye and General L 


Clinic operated by Local 1, ALA, in coopers 





lithographic management. 


Here a corps of specialists, through expert ¢ 
work, protect the eyesight, general health, 
ciency of some 8,000 highly skilled ALA 


You can hardly exaggerate the importance 
vision to craftsmen working with high 
lithographic techniques. Keeping the train 
these men at their best is vital to everyone « 


with fine lithographic reproduction. 


The Eye and General Diagnostic Clinic adi 
by Local 1 is typical of ALA activities d 
lithographic industry progress. ..activities t 
to explain the remarkable record of incre 





ductivity, lower costs, and constantly high 
that have made lithography the most rapidl 


Optician grinds precision eyeglass lens 
at Local 1 clinic. All lenses are ground 
from No. 1 achromatic optical blanks. method of reproduction in the graphic art 
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ion deficiencies, Absolute fidelity to mechanical specifications is necessary when 
artereosclerosis. “stripping in” lithographic negatives in preparation for making plates. 
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Health needs of lithographic craftsmen are diagnosed Technician readies X-ray equipment—an important 
nee of clear in strict confidence at clinic administered by Local 1. aid in check-ups to protect Local 1 members’ health. 
igh-precision 
‘ined eyes of 


1e concerned 


administered 
s devoted to 
»s that go far 
creasing pro- 
igher quality 
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48 S Expert scans X-ray at the clinic. Modern medicine Checking press sheets for quality requires a keen eye. 
arts. promotes craftsmen’s efficiency along with health. Local 1 pressmen work for precise register and tone. 





Designed by Robert Hallock * Photography 


A Good Craftsman Is Good Economy—An ALA Principle 


Local 1 promotes lithographic progress in all these ways 


Local 1 Action Founded On A Meeting Of Minds 
..full democratic consideration of all union busi- 
ness as well as timely study of the latest technical 
developments in materials and equipment. 
...Local 1 members frequently exchange views 
as well as information on technical matters... in 
regular Full Membership Meetings, Shop Meet- 
ings, Delegates’ Meetings, Council Board Meet- 
ings, and Apprentice Meetings. 

Intensive Technical Training 


.in-plant training of ALA apprentices by ALA 


WHAT IS ALA? 


master craftsmen—a cardinal principle of Local 1] 


practice in maintaining high standards. 


.in addition, courses covering all aspects of 
lithography at ALA New York Trade School—in- 


cluding special courses for journeymen. 


Systematic co-ordination of training, in-plant 
progress, and up-grading of craftsmen in accord- 
ance with technical changes 

...to provide the individual member with maxi- 
mum opportunity for advancement made possible 


by technological developments. 


Founded in 1882, the Amalgamated Lithographers of America is the traditional organ of 


union craftsmen in the lithographic industry. 


ALA is committed to principles of service to its membership and the entire lithographic 
industry. All officers must be skilled craftsmen themselves. They are elected by sealed 
ballot referendum of local members. 


For 78 years, Local No. 1 has carried forward this tradition of union democracy and 


disciplined skill in the metropolitan area of New York—serving the exacting needs of the 


world’s greatest concentration of publishing, communications, and graphic arts enterprises. 


AMALGAMATED LITHOGRAPHERS OF AMERICA 


ant GAMAT( 


“ ~ 
vile UTHOGRAPHERS ¢ 
Cae 


Local 1 + Edward Swayduck, President + 113 University Place, New York 3, N. Y. 


420 n 


Robert Emmett Smallman ¢ Lithographed at Kipe Offset by members of Amalgamated Lithographers of America. 





May 1-7 
National Baby Week—Dry Goods .. . 
sponsored by Earnshaw Publications 
Inc., 10 W. 31st St., N. Y. 1 
National Correct Posture Week i 
sponsored by Natl. Chiropractic Assn., 
National Bldg., Webster City, Ia. 


May 1-8 
American Camp Week . . . sponsored by 


American Camping Assn., Bradford 
Woods, Martinsville, Ind. 


May 5 
May Fellowship Day . . . sponsored by 
United Church Women, 475 Riverside 


De. .. ¥.:27 


May 6-13 
National Frozen Food Week . . . spon- 


sored by Natl. Frozen Food Assn., 60 
E. 42nd St., N. Y. 17 


May 7-13 
Be Kind to Animals Week . . . sponsored 
by American Humane Assn., 896 Penn- 
sylvania St., Denver, Colo. 
National Hospital Week . . . sponsored 
by American Hospital Assn., 840 N. 
Lake Shore Dr., Chicago 11 
Goodwill Week . . . sponsored by Good- 
will Industries of America Inc., 1229 


20th St., NW, Washington 6 


May 7-14 
National Family Week . . . sponsored by 
Dept. of Family Life; Natl. Council of 
Churches of Christ in the U. S. A,, 
475 Riverside Dr., N. Y. 27 


May 10 
National Insurance Women’s Day . . . 
sponsored by Natl. Assn. of Insurance 
Women; c/o Miss Roberta White, P.O. 
Box 336, W. Hartford 7, Conn. 


May 10-13 


Science Fair International . . . spon- 


sored by Science Service, 1719 N St., 
NW, Washington 6 


May 13-20 
Let’s Go Fishing . . . sponsored by The 


Sporting Goods Dealer, 2018 Washington 
Av., St. Louis 3 


May 14 


Mother’s Day . . . (Presidential Procla- 
mation) 


May 14-20 
National Domestic Rabbit Week . . . 
sponsored by American Rabbit Breeders 


Assn., 1707 E. Carpenter St., Spring- 
field, Ill. 


*National Girls Club Week . . . spon- 
sored by Girls Clubs of America Inc., 22 


E. 38th St., N.Y. 16 7 


May 15-20 
National Cotton Week . . . sponsored by 


Natl. Cotton Council of America, 112 
W. 34th St., N. Y. 1 


May 15-21 
Letters from America Week . . . spon- 


sored by American Council for Nation- 
alities Service, 20 W. 40th St., N. Y. 18 


May 15-22 
Foot Health Week . . . sponsored by 
American Foot Health Foundation, c/o 
Dr. Sidney Hirschberg, Exec. Dir., 107-07 
Continental Av., Forest Hills 75, N. Y. 


May 15-June 15 
National Mothproofing Month . . . spon- 
sored by Woolite and Larvex, c/o Ted 


Worner & Associates, 1650 Broadway, 
N. Y. 19 
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I Fr EM: Using the Past in Promotion 


Many national companies are borrowing from the past 
to promote in the present. In national media, as in special 
spots like Freedomland, the past is promotable. 


I ij EM: Celebrating the Civil War 


In case you haven’t noticed, the Civil War Centennial is 
with us. Here’s how many companies are tying in with 
the celebration, and where you can get help. 


I T EM: A Sound Centennial Observance 


A hundredth birthday is a natural time to look backward, 
and A. S. Aloe & Co. performed a public service and built 


more than normal goodwill with its program. 


ALSO: Stock Photos 


© How to Find @ Where to Go @ What you'll Find @ 


an IN=e feature 
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VENUS VENUS 


VENUS VENUS 


VENUS VENUS) 3=s VENUS) = «VENUS 


for specimen sheets write to. 


BAUE 
ALPHABET 


VENUS VENUS INC. vow m7 0 


git 
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Vi U 7) 


KEEP YOUR 
SALES 
MESSAGE 


IN SHARP FOCUS 
LONGER 


e Litho or screen process 
e Any size, shape or type 
e Plain or reflectorized 

e Volume production 


ROBERTSON SIGN COMPANY 


15 N. LOWRY AVE. . SPRINGFIELD, OHIO 
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May 18-27 
National Pickle Week . . . sponsored by 
Natl. Pickle Packers Assn., 202 S. 
Marion St., Oak Park, Ill. 

May 20-31 
Good Car Keeping Week . . . sponsored 
by The Good Car-Keeping Institute, 
1711 Pratt Blvd., Chicago 26 

May 21 


Armed Forces Day . . . (Presidential 
Proclamation ) 


May 22 
National Maritime Day . . . (Presiden- 
tial Proclamation) c/o American Mer- 


chant Marine Institute Inc., 11 Broad 
way, New York 4 


May 30 
Memorial Day . . . (Decoration Day) 


“These entries have been added or al- 
tered since “The AR Sales Promotion Al- 
manac for 1961.” 


MARCH 


*Visual Presentations 
Sponsored by the National Visual Assn.. 
19 W. 44th St, N. Y. 36. Best visual 
presentations of year. 
Closes March 1 


*Bachner Awards 

Sponsored by Chicago Molded Products 
Corp., 1020 N. Kolmar Av., Chicago 51. 
Given for excellence in the practical 
application of molded and formed plastic 
materials to the products of industry. 
Entry blanks available from the Society 
of the Plastics Industry Inc., 250 Park 
Av., New York 17. 

Closes March 6 


Premium Plans 
Sponsored by Premium Industry Club 
Rm. 1921, 333 N. Michigan Av., Chi- 
cago 1. Open to clients, counselors and 
creators of best premium plans _pro- 
duced during previous year in five sepa- 
rate categories. Entry blanks can be ob- 
tained after Jan. 1, 1961, from John M. 
Kumler, 201 N. Wells St., Chicago. 
Closes March 20 


APRIL 


Ad Woman Award 

Sponsored by Advertising Federation of 
{merica, 655 Madison Av., N.Y. Ad- 
vertising Woman of the Year is hon- 
ored for her contribution, over a period 
of years, to the prestige of all advertis- 
ing. 

Closes April 3 


MAY 


AFA Achievement Awards 
Sponsored by Advertising Federation of 
America, 655 Madison Av., N.Y. Mem- 
ber clubs of the Federation on basis of 
scope and importance of club projects. 
Closes May (tentative) 
IDI Design Awards 
Sponsored by Industrial Designers’ In- 
stitute, 441 Madison Av., New York 22. 
Best industrial designs of the year. 
Closes May 15 (tentative) 





READERS 


Thank You? 


e I have three children under nine 
years of age. This in itself isn’t 
remarkable, but it proved advan- 
tageous when the November issue 
of AR arrived. Kids at this age are 
real good at opening plastic bags. 

They enjoy it — as a matter of 
fact, they’re the only people who 
know how. The Canadians must 
have been the only bachelors who 
got to read this issue. 

Incidentally, the magazine arrived 
in excellent condition — vacuum- 
packed yet. 

N. C. RIcHARDSON 

Assistant Manager, Advertising 

Jones & Lamson Machine Co. 

Springfield, Vt. 


(We are not quite sure whether Mr. 
Richardson has cast a vote for or 
against the wrapper. However, De- 
cember issue openers’ probably 
found opening easier with the 
change in the wrapper .. . Ed.) 


AR’s New Wrap 


e Just want to let you know that 
my AR arrived in the best condi- 
tion, thanks to the special plastic 
envelope. Anything that survives 
my mailbox (small and crowded) is 
a wonder. 

Other magazines I clip — AR is 
saved in its entirety because 
every page is valuable. The plastic 
wrap is worth adding to the sub- 
scription price. Thank you so much 
for thinking of it. 

T. A. DENis 

New York 


® I was highly impressed with the 
packaging method used by Apver- 
TISING REQUIREMENTs in the Novem- 
ber issue. 
I find, additionally, AR of “untold 
value” to me as a source. 
M. A. Durea 
Promotion Manager, Crosley 
Broadcasting Corp., Columbus 


e It was so completely different that 
my secretary who picks up all mail 
came dashing into my office 
saying “Look—look—a bright new 
idea in publication packaging!” 
We like it because it’s new, and 


because it has a feeling of freshness 
about it. If it should become com- 
mon, it may well be that covers will 
become more important than ever 
because they'll no longer be under 
wraps. 
JoE R. SCHOENINGER 
Plans and Copy Director, The 
E. F. Schmidt Co., Milwaukee 


e I want to compliment you on the 
unique packaging of the current 
issue of ADVERTISING REQUIREMENTS 
magazine. 

This issue certainly stood out in 
the collection of mail that I re- 
ceived the other day. 

Fioyp S. GLINert 
Columbia Transcriptions, 
New York 


® My November ApbverTIsING RE- 
QUIREMENTS came in yesterday with 
that fabulous new wrapper. I think 
it’s great! My copy came in excel- 
lent condition and I had a chance 
to have my interest aroused, as I 
could see the story plugs, much like 
you do when you pass a newsstand. 
I also got a big kick out of the 
bathing beauty promotion picture 
on ice. So, your magazine is ever 
provocative, interesting, informative 
and now and then has a healthy 
chuckle or two for its readers. 
JosepH L. SICARI 
J. L. Sicari, New York 


e I think this is a perfect idea! Of 
course, the first question — “how 
much did it cost them” arose. Also, 
the coincidence of the cover copy of 
Handi-Wrap was interesting. 
Mary A. KIcKEy 
Media Director, S. Gunnar 
Myrbeck & Co., Boston 


® We are interested in knowing 
about the transparent plastic mail- 
ing bag you used in sending your 
November issue of ApvERTISING RE- 
QUIREMENTS. 

Whatever you can tell us about it 
would certainly be appreciated .. . 
such as supplier, equipment, cost, 
postal regulations, durability, etc. 

We have been a subscriber of 








CUSTOM-MADE 


Outdoor 


VERTICAL 
BANNERS 


IN ANY QUANTITY 
OF 10 OR MORE 


Any size or style 
in cloth or 
outdoor board... 
in any quantity 


Re-usable hardware 
with each banner. . 
to fit any size pole 


Send us your art 
or sketch with 
specifications for 
a prompt quotation 


STOCK BANNERS TOO! 


Our catalog shows 
a variety of stock 
banners to promote 
grand openings, an- 
niversaries, and other 
sales events. 


SEND FOR FREE CATALOG 
OF OUTDOOR DISPLAYS 
& 


Banners « Pennants + Cutout Letters 
Spinners « Posters « Flags 


THE PRATT POSTER CO. 
Printcraft Bidg. © Indianapolis 4, Ind. 
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50° x 33” World Mag 


yours for quite some time now and 
have enjoyed and benefitted from 
the past issues, eagerly looking for- 
ward to the next issue. 
R. L. QuGHTERSON 
Advertising Manager, Guaranteed 
Parts Co., Seneca Falls, N.Y. 


e Recently we received a publica- 


| tion from you in a plastic cover. We 


Maps retail for $1.00, 
self-liquidates 25¢ 


These proven 
HAMMOND 
Premiums 
will solve your 
Sales 


Promotion 
Problems 


Got a sales promotion problem? Use 
colorful Hammond Maps for Give-aways, 
Traffic-Builders or Self-Liquidators . .. 
Use the famous Hammond Classic 

World Atlas or the original inflatable 
plastic Globe for Salesmen and 

Dealer Incentives. 


Whatever your sales problem, call 
Hammond first — there’s a Hammond 
plan and product to fit every need 

— every budget too. Ask for information 
on the complete Hammond line, or 

a colorful map or atlas tailored to 

meet your own special needs. 


For complete information, 
write to: J. T. McManus, \ 
Manager, Sales Promotion Div. 


» 4 


C.S. Hammond 
& Company 


Maplewood 24, New Jersey 
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| using for your magazine. 
| you please give me the name and 


| are interested in knowing if you 


would furnish us information on 
where these may be obtained. 
Thank you for any help you may 
give us regarding this cover. 
Jerr B. WILson 
Editor, Tarheel Wheels, 
N. C. Motor Carriers 
Assn., Raleigh, N.C. 


@ I was surprised and pleased to 
receive the November issue in its 


| attractive new package. 


I would appreciate any informa- 
tion from you or Mehl Manufac- 
turing Co. concerning the actual 


| equipment necessary for this oper- 


ation and the cost comparisons with 

mailing in regular kraft envelopes 
or wrappers. 

JosepH H. JAcoBson 

Production Manager, Men’s Wear, 
New York 


@ We are very much interested in 
the type of packaging that you are 
Would 


location of the company that fur- 
nishes you with the plastic bag, or 
packages your magazine is mailed 
in? 
Harris E. Hoop 
Advertising Dept., Autolite, To- 
ledo 


e It has just been brought to our 
attention the unique way in which 
you packaged your November issue. 
Any information you can furnish 
us regarding this process will be 
greatly appreciated. 
FRANCIS AARON 
Advertising Manager, Dixie Con- 
tractor, Decatur, Ga. 


(The manufacturer’s name is Mehl 
Manufacturing Co., 2057 Reading 
Rd., Cincinnati 2. The machine it- 
self has been bought by our printer, 


| Wayside Press, Mendota, Ill. Way- 


side will be using the machine for 
a number of client-publications and 
is therefore absorbing part of the 
cost along with the polyethylene 
supplier, etc. It is our understanding 
that it is no more expensive than 
kraft envelopes, and may actually 
be less once the handling problems 
are worked out. We have not had 
any actually adverse comments on 
the new wrap this far on the new 
road. Hope this is of help to those 
interested .. . Ed.) 


Bouquet for Bullen 


© It’s a small thing but I wanted to 
let you know something of the effi- 
ciency of AR’s staff. 

We wrote this week for some in- 
formation on a product. We received 
an answer by return mail from Jay 
Bullen, Research Editor. 

That is a record for reader service 
and we commend you for having 
him around. 

We have been a subscriber since 
opening doors and will continue un- 
til you shut yours. 

F. Eart CrAwForp Jr. 

Charlotte, N.C. 


Add Another to The List 


e Your analysis of syndicated house 
organs (see AR, Oct., p 29) is in- 
teresting and fair to those publi- 
cized. It doubtlessly strikes many 
responsive chords. Unfortunately, it 
hit us with effects similar to what 
Stengel’s middle must be feeling. 

Why were we left off the list of 
suppliers you selected? Be assured, 
we are not indignant — just mysti- 
fied. 

Our house organs — likewise 
known for years — can be favor- 
ably compared with most you men- 
tioned. Indeed, your readers may 
well find added interest and enjoy- 
ment in some of the features. 

Mack W. RapstTone 
Radstone Publications, N. 
Hollywood 


(This kind of sad event always 
reminds us of the man whose wife 
got quite upset because he had 
roasted a parrot she had just 
bought. “That parrot spoke seven 
languages,” she said. “He never said 
a word to me,” said the erring par- 
rot-chef. Radstone did speak to us, 
but too late .. . and with a publica- 
tion, better late than never just isn’t 
so. For our part we would always 
be better pleased if companies didn’t 
get left out. We’re in the business 
of supplying information, the more 
the better .. . Ed.) 





laronnarion 
TED 


The following letters have been se- 
lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so many 
new companies are entering the 
field—almost every day, it seems 
—that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 
quests ... Ed. 


Convention Badge Stock 


e We're familiar with Fasson and 
Dry-Stik convention badge stock, 
but think that there might be others. 
Can you tell us of any along with 
the manufacturer’s name? 
Wruram E. Bryant 
Wendell-Northwestern Inc. 
Minneapolis 


Outdoor Booklets 


© We need to know the names of 
any publishers or manufacturers 
who have for sale pocket-size book- 
lets on the subjects of fishing tips, 
camping tips, hunting tips—or any- 
thing along these lines that has to 
do with fishing, hunting, camping, 
or even boating. We in turn desire 
to buy these booklets in quantity, 
and have them imprinted with our 
client’s name. 
CuHartes E. Yost 
Charles E. Yost Advertising 
Agency, Porter. Bldg., Pittsburgh 
19 


Exploded Blueprints 


@e Many years ago an art service 
organization advertised in your 
publication. The service they of- 
fered was to take a blue print of a 
machine or small assembly and draw 
an exploded view that could be 
used for part descriptions and cata- 
logs. 

We are trying to locate this com- 
pany. We think they are some- 
where in the midwest. 

I. C. GOLDBERG 

Product Engineer, Hydro-valve 

Co., 1319 Utica Av., Brooklyn 3. 
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Coldtype copysetting 
in two easy lessons 


This is how composition looks 
when the operator (any office 
typist) first types it on the Re- 
cording Unit of the Friden Justo- 
writer® As she types, she produces 
this visual proof and a punched 
paper tape which contains all the 
letters, spaces and carriage 
movements in the copy--plus a 
special justification code that re- 
cords how many spaces each line 
is over or under the right hand 
margin. Because the machine 
counts these justification spaces 
automatically, the operator is able 
to type this copy at her normal 
rate of speed. 


Copy for this ad was set in 10 point Booktype, 
reduced to size. Many other type faces available. 


After the first typing, everything 
else is automatic. The operator re- 
moves the tape from the Recording 
Unit, places it in the Reproducing 
Unit and presses a button. That’s 
it. The Reproducer types the copy 
on a repro proof or direct-image 
plate at 100 words per minute, 
automatically justified and without 
errors. There is no faster method 
of setting straight matter for re- 
production. And none cheaper by a 
long shot. Users report that the 
Justowriter produces best quality 
work, in less time, at lowest cost. 
Your local Friden Systems Man 
has full information. Or write: 
Friden, Inc., San Leandro, Calif. 


© 1960 FRIDEN, INC. 


: I | 


SALES, SERVICE, INSTRUCTION THROUGHOUT U.S. AND WORLD 
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ENVELOPES 
CAN MAKE A 


DIFFERENCE! 


1. You get quick, solid, complete 
sealing with Tension’s special 
gums. Operation of mailroom 
equipment is smoother as decurled 
flaps lie flat. 


2. You get a higher envelope 
throat engineered for inserting 
ease and which eliminates most 
make-ready work for in-plant 
printers. 


3. You get more strength—less 
curl and warp from Tension’s 
extra-wide seams. 


4. You get snag-free inserting— 
snag-free metering of window en- 
velopes with Tension’s “Solid- 
Seal” window patch. 


These quality features All add up 
to making a big difference where 
it counts—in your pocketbook! 
Faster mailroom handling, re- 
duced envelope loss, more favor- 
able impressions on your cus- 
tomers—all these benefits are 
yours with Tension Envelopes, 
Attach Coupon to Your Letterhead 


COMPARE FOR YOURSELF! 


SEND FOR 
FREE SAMPLES 
TODAY! 


TENSION ENVELOPE Corp. 

815 E. 19th St., Kansas City 8, Mo. 

Kansas City ¢ Ft.Worth e¢ Des Moines 

Minneapolis . St. Louis . Memphis 
So. Hackensack 
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WHAT'S NEW 
IN SALES 
PROMOTION 


New Chapter Officers 
Selected for 1961 


Delaware Valley 


President of the Delaware Valley 
Chapter, headquartered in Phila- 
delphia, for the calendar year 1961 
is Ade R. Floreen, Leeds Northrop 
Co. 

Robert Letwin, Sales Meetings, 
was elected as executive vice- 
president. Other officers are Elmore 
E. Kayser, Krylon Inc., vice-presi- 
dent; Selman M. Kremer, Jerrold 
Electronics Corp., secretary; Roger 
T. Earle, Berry & Homer, treasurer. 

44 


Chicago 


Ralph Cox, sales promotion man- 
ager, Sinclair Refining Co., Chicago, 
was named president of the Chicago 
chapter, SPEA, at its November 
meeting, to hold office for the year 
1961. 

Serving with Mr. Cox are Thomas 
Sullivan, sales promotion manager, 
Electro Lighting Corp., Ist vice 
president; George Reich, sales pro- 
motion manager, Victor Adding 
Machine Co., 2nd vice president; 
Jack Thompson, director of creative 
services, The Rylander Co., re- 
elected secretary; Willard Marrion, 
advertising representative, Ameri- 
can-Standard, treasurer. 

Added to the board of directors 
for a one-year term were Jerome 
Martin, sales promotion manager, 
Johnson Motors, Waukegan, Ill. and 
Thomas Morris, sales promotion 
Manager, Aetna Plywood & Veneer 
Co. 44 


Twin Cities 


Kenneth M. Erickson, marketing 
and advertising director for North- 
rup King & Co., has been elected 
president of the Twin Cities chapter 
of SPEA, covering Minneapolis and 
St. Paul. 

Serving with Mr. Erickson are 
LeRoy F. Hegdahl, Gray Co., vice- 
president — membership; William 
B. Montague, Pella Products, vice- 


president — programs; Clarence 
Thompson, Colle McVoy Adv., sec- 
retary; Carl Wiseman, Western Air- 
lines, treasurer. 

Elected to the board of directors 
were Dan McNeely, Multi-Clean, 
outgoing president; James  R. 
Kolinski, Cosom Industries and 
Dale Swenson, Miller Publishing 
Co. 44 


National Education 
Chairman Named 


William H. Green, Kenyon & Eck- 
hardt, New York, has been named 
chairman of the National Education 
Committee, SPEA, with the assign- 
ment of encouraging the establish- 
ment of college-level courses in the 
field of sales promotion. 

Chapters are being asked to set 
up education committee  repre- 
sentatives, and help will be given to 
any educational institution wishing 
to improve its offerings in this grow- 
ing field. 44 


SPEA CHAPTER MEETINGS 
DURING FEBRUARY 


Brussels: Fe} Galerie: 


1] a.m.; 
rentre, Bloc 


Hubert Nyssen 
The relations between publicity and 


sales promotion 
Chicago: Feb. 23, 6:30 
Dallas-Ft. Worth: Fet 


Sammy's Town House, 1516 Green 


Dallas; Joel Harnett 


Milwaukee: Fel Knickerbocker 
Sales Promotion: 


to Successful Marketing Mix 


Richard Brown 
Key 
New York: Feb. 
E Dr. David Br 
H Animatics Lal 
Trained Animals in S. P. 


Philadelphia: Feb. 16 
Franklin; William 


& S. P. 


Phoenix: Fel 
Bolding, Humble Oil 


troducing a New Product 





REPRINTS 


to help you 


Please order reprints by number. Unless another price is given, each 


sells for 25c. In lots of 10 of any one reprint, the price is 20c each; lots 
of 50 or more, 1 5¢ each; lots of 100 or more, 121/2¢ each. 


Miscellaneous 


301 A Basic Guide for Paper Buyers 
The Best of AR tells what the adman must know about paper 
296 How to Handle Inquiries Promptly and Personally 
A practical system for making the most of potential customers 
289 How to Move an Agency — by John K. Webster 
A guide for those who must go through this ordeal 
287 AR Editorial Index, 1959 
A subject index of all feature articles run during the year 
284 A Simple System for Traffic Control — by Richard V. Morrison 
An agency executive tells how they keep tabs on ad production 
276 The Big Three Mail Order Catalogs — by Robert B. Konikow (50c) 
A 3-part series which takes you behind the scenes at Sears, Wards & Spiegel 
266 An Inside Look at Worthington’s Trademark Thinking 
A presentation for its own staff teils the story behind a new trademark 
220 An Expert Answers Your Questions about Trading Stamps 


AR interviews John W. Young, Eureka Specialty Printing Co 
218 Ten Rules for Believable Testimonials 


How to get the most value from a personal endorsement of your product 
203 Emblems — by Robert M. Marks 


A practical guide to the development of an emblem identification program 
201 Advertising Copyrights — by Robert J. Burton ($1) 
Copyright protection for graphic arts—a compilation of ten AR articles 
151 Color in Advertising — by Faber Birren 


An expert outlines the best colors for advertising 


Packaging 


319 What You Should Know About Package Design Research 


— by Edmund W. J. Faison 
A packaging expert outlines the essentials of the scientific approach to packaging 
306 A Basic Guide to Packaging 


What packages should do for sales, and what materials to use 
298 Corrugated Goes Beautiful — by Ed Sachs 
New processes are opening up new uses for the lowly carton 
294 How Design Unified a Product Line 
New products got stature by joining the package family 
275 A Guide to Cord Packaging — by Dr. John A. Keenan 
An expert describes the kinds of skin or blister pack and how they work 
270 How to Work with a Package Designer — by Robert Sidney Dickens 
A designer's advice on how to get along with these specialists 
269 How Women Feel About Food Packaging — by Bette Macon 


A report of a panel discussion at which some women shocked the experts 
264 Do Multi-Packs Boost Volume? — by Richard E. Reed 


A report on a carefully-controlled test which measured effects of multiple packing 
Photography 


302 A Basic Guide for Better Advertising Photos 


How to work with photographers to get better photos more economically 
228 A New Guide to Color Photography — by Egon Berka 


A simple explanation of the many types of color film now available to admen 
175 How to Use Color Stats — by Ted Sanchagrin 


How admen are exploiting the many uses of full-color stats 
162 How to Crop Photos — by Vincent T. Tajiri 


Pointers for getting the most out of photographs for reproduction purposes 
Point-of-Purchase 


310 What Makes Good P.O.P. Advertising 
A Best of AR feature which covers the fundamentals of this medium 
263 Why an Agency Opened its Own Supermarket 
— by Kenneth R. MacDonald 
The reasons behind the store run by Cunningham & Walsh 
259 Are You Wasting Your Point-of-Purchase — by A. R. Menzies 


A report on how 24,000 grocery stores use p.o.p. material 
253 How to Merchandise ROP Color — by Mark Cox 


How Wilson & Co. uses its full-color newspaper ads 
252 What's in the Future for Point-of-Purchase? — by Les Gallagher 
An adman reports the effects of the changing market place on p.o.p 
242 Twelve Ways to Save Money on P.O.P. — by Jack A. Wichert 


Money-saving ideas from a practical producer 
Premiums 


312 Do’s and Don'ts for Premium Buyers 


A Best of AR article gives practical suggestions to improve use of premiums 
295 What Lies Ahead for Premium Buyers — by James M. C. Tighe 
A survey of premium men foresees some changes in buying practices 
272 Overseas Premiums Can Add Glamour to your Promotion 
— by William S$. Roach 
Drop-shipping premiums from abroad has some advantages, but risks as well 
251 The Basic Premiums — by John M. Davidson 


A look at 50 years of premiums shows which have constant appeal 


Publicity & Promotion 


316 How Public Relations Can Increase Sales — by James B. Strenski 
A good p.r. program can make definite contributions to increased volume 
300 A Special Report on the 1960 Sales Promotion Conference (50c) 
The Sales Promotion Man — The Coming Man in Management — by Dick Brown 
How to Sell Sales Promotion to Management — by Stanley Arnold 
Sales Promotion — Part of Honeywell Management — by Robert B. Konikow 
Sales Promotion Sells More than Advertising — by Robert M. Graham 
How Sales Promotion Sells Supermarket Space — by Richard B. Dingfelder 
How Sales Promotion Sells Houses — by Walter J. Stroud 
297 How to Introduce a New Automobile — by Haviland F. Reves 
Oldsmobile serves as an example of one of industry's most spectacular promotions 
283 How to Buy Your Business Christmas Gifts — by Robert B. Konikow 
A basic guide to the ethics and techniques of company gift-giving 
279 Report of the 1959 Sales Promotion Executives Assn. <onereee) 
Sales Promotion Comes of Age — by Dick Hodgson 
What is a Sales Promotion Executive — by Vernon C. Myers 
Sales Promotion in the Field — by Joe Norton 
Nine Ways to Get Sales Promotion Ideas — by Ferd Ziegler 
and other highlights from the convention program 
The Johnson Story (50c) 
Three articles examine the sales promotion activity of this leading manufacturer 
of outboard motors 
The Mayflower Story — by Edward L. Van Riper 
A public service program that turned out to be excellent public relations 
The Sales Promotion Executive of the Year 
About Ken Duncan, winner of the AR-SPEA award, and his winning campaign 
How to Get your Film Shown on TV — by Jim Atkins 
A news editor gives some practical advice on film preparation 
Barnyard at the Waldorf — by Russel K. Crenshaw 
The story of Pfizer’s press show, which installed live animals in a hotel 
How Basketball Built o Company Name — by W. F. Walker 
An official of Vickers Petroleum tells how basketball built brand recognition 
How to Handle Relations with Radio, Television & Newsreels — 
by William G. Cox 
A guide to an effective publicity program for audio and visual media 
Getting the Most from Publicity Photos — by Leo Solomon 
Some practical hints on producing photographs that win space 
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Just another 
wire display? 
... Well hardly! 


1 ro 


This one is unusual because it 
is getting and holding locations 
in better class stores that usually 
demand much more expensive 
wood or sheet metal displays. 


How was it done? Through the 
combined knowledge of the ad- 
vertiser and our design group. 


Appearance is part of the an- 
swer of course. We often use wood 
or hardboard panels to dress up 
displays. In this case our designers 
were able to complement an at- 
tractive functional arrangement of 
the product with a clean simple 
appearance-design using wire 
alone. This resulted in a substan- 
tial saving. 


The advertiser carefully 
planned the assortment for great- 
est turnover of each item, so as to 
help the retailer get maximum 
sales from the space used. He also 
wisely elected to use a small sign 
so that the display can serve as a 
fixture in quality outlets. 


Let us work with you on your 
next display problem. 


INDIANA WIRE & SPECIALTY CO., INC. 
DALY and SHELBY STREETS 
INDIANAPOLIS, INDIANA 
Manufacturers and Designers of Displays from 


Wire in combination with other materials 
since 1945. 
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for ADMEN 


® Creative Selling, by Charles F. 
Lohse; Charles Scribner’s Sons, New 
York, 212 pages, $4.95 . . . This book 
is about the money man of the hour, 
the “creative salesman,” and for 
those salesmen who would like to 
follow in his steps. 

Through a clear focusing on the 
same creative techniques used by 
writers and artists, the field of sell- 
ing is lifted out of the old plodding 
and gimmick routine. While imagina- 
tion, imagery and drama play a 
heavy part in the author’s concep- 
tion of creative selling, we were 
glad to see that he still emphasizes 
proven selling principles which must, 
after all, be considered fundamen- 
tal. 

This is not only a guidebook for 
the young salesman, but a good re- 
fresher course for the older sales- 
man caught in the slough of day- 
to-day sales weariness. B.M. 


© The Styles of Ornament, by Alex- 
ander Speltz, Dover Publications 
Inc., New York 14; 647 pages, $2.25 
...A revised, American edition of a 
1904 German book, “Styles of Orna- 
ment” is a valuable book for several 
different reasons. Containing 3,765 
illustrations, 400 full-page plates for 
reproduction use in advertising or 
design situations, the book is also 
a rich visual and rhetorical history 
of art from the stone age into the 
early nineteenth century. The illus- 
trations represent the entire range 
of ornamentation covering both ar- 
chitectural and product, as well as 
decorative ideas of the various coun- 
tries during specified periods. A fine 
book, whether it be used as a source 
of early artwork that can be repro- 
duced without permission or cost, or 
whether it is used as a one-volume 
encylopedia of the development and 
application of ornamental art in the 
past. B.M. 


© How to Produce an Effective 
Newsletter; American Marketing 
Services Inc., 610 Newbury St., 
Boston, 16 pages, $1 . . . It seems that 
the answer to producing an effective 


newsletter is to follow the rule that 
imitation is not only the sincerest 
form of flattery, but also a surefire 
shortcut to success. In essence, such 
is the advice offered in this booklet, 
which is third in the Encyclopedia 
of Direet Mail series. 

Faithfully following the success- 
ful patterns set by the “Kiplinger” 
and “Insiders” letters, the handbook 
provides a fairly complete guide to 
producing a newsletter, covering 
everything from editorial content 
and tips on style, right down to se- 
lecting size and a typeface. The 
newsletter being a fairly recent lit- 
erary genre (post World War II) 
this is one of the few sources of 
information available on the subject. 
And while we don’t recommend that 
you always follow the do-it-like- 
the-big-boys counsel it offers, it is, 
nevertheless, a helpful guide to one 
of the cheapest and simplest of all 
direct mail formats. T.K.F. 


© Illustrators ’60, the Annual of 
American Illustration, Howard 
Munce, editor; Hastings House, New 
York, 254 pages, $12.95 . . . Some 
men commit art and some just paint 
pictures—this book gives a good 
sample of both. What is heartening 
is that there is so much good illus- 
tration in evidence here, along with 
a great deal that is merely tech- 
nically slick and only nominally 
original. 

Although the editorial illustration 
section is most exciting, the adver- 
tising and tv illustrators make a 
proud showing. 1960 advertising art 
indicates a wide range of styles, a 
wealth of talent, and some glimmers 
of bright originality. Generally, the 
trend seems to be toward modern 
simplicity of line and uncluttered 
composition. While one feels that 
some illustrations are done an in- 
justice by the lack of color, as a 
whole this book is a good repre- 
sentation of the best in commercial 
picture-making. T.K.F. 


© The Lady Persuaders, by Helen 
Woodward; Ivan Obolensky Inc., 
New York, 189 pages, $3.95 . . 
According to Mrs. Woodward, the 
hand that rocks the cradle has just 
about come to realize all of its awful 
potentialities. Instrumental in creat- 
ing this state of affairs—the “matri- 
archy” of the Modern American 
Woman—have been the “lady per- 
suaders,” the women’s magazines 
which are read monthly by 30 mil- 
lion females. 

Mrs. Woodward chronicles the 





This was your first love. A frisky bit of 
a puppy no bigger than a roller skate. 


You saw him in the pet shop window 
and knew he had to be yours. 


So you begged. Pleaded. Made 
extravagant promises. And got him! 


You never let that dog out of your 
sight. You played, ate—even slept with 


ATLANTI( 


EASTERN FINE PAPER ANO PULP DIVISION - STANDARD PACKAGING CORPORATION - BANGOR, ME 


him. He was your friend and willing 
slave. Your proudest possession. 

Where is this kind of pride now? In 
your work. In seeing a tough printing 
job run smooth as silk under your 
knowing direction. 

Pride. We share it with you. Because 
good printing begins with good papers. 
And that’s the only kind we make. 
A 


NE PAPERS 





Just how effectively does 


Atlantic Opaque 
prevent show-through? 


This insert will give you a good idea. 

Atlantic Opaque makes the printer's life easier in every 
way a paper can. Its fluorescent whiteness gives more bril- 
liant reproduction. It offers outstanding ink receptivity. 
It is uniform in trim, caliper, bulk and moisture content. 
This is the paper that minimizes press preparation, and 
helps speed the job through the press. 

And when the job calls for savings in postal costs, try 
Atlantic Opaque in a lighter weight. You'll find it ideal 
for envelope stuffers and inserts. 

Atlantic Opaque is available in Regular, Vellum and dis- 
tinctive Deep Etch finishes. Ask your Eastern Franchised 
Merchant for samples. Or write us direct. 


A " — | 
EASTERN FINE PAPERS 
ad h 4 - a > A A . 
EASTERN FINE PAPER AND PULP DIVISION « STANDARD PACKAGING CORPORATION ¢ BANGOR, ME 


EastTean 


fol 


Production facts: This insert printed offset on new, brilliant white Atlantic Opaque, Regu 
ar finish, basis 80, on a 52 x 76 4-color press, 30 up at 4,000 IPH. Sheet size 50 x 76% 
Color sequence was yellow, blue, red, black. Press plates were deep etch aluminum from 
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magazines’ progress from prim, Vic- | 

torian beginnings—Godey’s Lady’s 

Book in 1828—to Edward Bok and | 

the Ladies Home Journal and down | 

through the togetherness fiasco, with | 

a delightful “feather-duster” touch | 

which is reinforced at bottom with 

cold stainless steel. Apparently, the 

real trouble began when somewhere 

along the line the “lady” became a | 

“woman” and the apologetic Ed- 

wardian tone became a _ strident 
command. ; ( 

Since then, the woman’s magazine fi f th i d 
has worked tirelessly toward fem- a oF every all Orizeé 
inine liberation and democratiza- omens 
tion: to provide her with inexpen- 


sive dress patterns, labor-saving de- | © buyer of point- 


vices, short-cut cookery and a love- 


lier you. During the process, th — ‘of- h 
hens quctnoded in Shine: bee out of a gas-noome Ol- PUTCHASE 


the kitchen and putting her into the 


— | 
driver’s seat, incidentally creating | a id | : 
an image of the American male who eCa SIgNS ses 
is alternately a Rhett Butler and a 
Dagwood Bumstead, mostly the lat- 
ter. 

Truth to tell, as Helen Woodward 
sees it, the woman’s magazine has 5 Sa aera 
betrayed its function, that of awom- | Cr ’ a ee 
an’s tradepaper. It has ceased to be 
truly useful, now traffics in fluff, 
claptrap and sensationalism. The old | 
crusader for women’s rights now 
scrambles for her dollar, selling 
guarantees of approval for adver- | 
tising space, selling sex for circula- | 
tion, and making keeping up with | 
anything convenient a _ national | 
pastime. 
The author, who has been on both | 
the advertising and editorial ends of 
the lady persuader business, tells 
her story with good humor, and as 
though she knows what she’s talk- 


ing about. It’s recommended reading HOW DRI-MARK HELPS "GET MORE 


for woman-haters, man-haters, and | 
for admen who want to gain an in- SIGNS UP” AT THE POINT-OF-SALE 
sight into the reading and buying 
habits of their largest consumer The big news in Point-of-Purchase _ sure Sensitive waterless application 
market. _— Decal Signs the past few seasons ... why Retailers give these signs 
has been “pressure sensitive’. Send preference ... why Manufacturers 
for the new Meyercord color bro- applaud them. You'll see all this, 
chure that shows how leading na- plus the actual reproduction of the 
tional and regional advertisers at prime examples of outstanding 
the Point-of-Purchase have been current Point-of-Purchase Decal 
getting far more signs “up on loca- Sign successes! 
tion’”’ since they’ve switched to 
DRI-MARK Pressure Sensitive De- Be sure to ask for your copy to- 
cal and Transferable Film Signs. day. No obligation. When you're 
ready to talk about Decal Signs for 
This new brochure explains why Point-of-Purchase, our representa- 
Fieldmen prefer DRI-MARK Pres- tive will be glad to assist you. 


Ask for your copy on your company letterhead, please! 
. it’s yours without obligation . . . write today! 


the MEYERCORD co. 


No, it’s not been approved by Good Dept. B-207, 5323 West Lake Street, Chicago 44, Illinois 
Housekeeping, . . . are you? 
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Everyone 


reads between 


the lines 
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When a druggist studies your catalog, he sees more than 


just text and pictures. Unconsciously he reads between the lines for evidence of 


your company’s character. He looks for the quality image that only a good 
printer can help you achieve. Select your printer carefully and early 
enough to get his help in the planning stages. Very likely he will specify a 
Warren paper, because he’ll get better results — and so will you. S. D. Warren 
Company, 89 Broad St., Boston, Mass. 


printing papers make a good impression 


FINE PRINTING PAPERS FOR ADVERTISING LITERATURE AND THE PUBLISHING OF BOOKS 





"rhe Sales Promotion Man: 


What does he do? 


et bene pone 


Sain car Ss Ske 


How old is he? 


Ere aT: 


Whom does he hire? 


Chart 1 


Functions by frequency of mention 


Sales meetings 
Advertising 
Direct mail 
Sales bulletins 
Writing copy 


Merchandising planning 
Public relations 
Printing production 
Contests 

Point of purchase 


Sales training 
Audio visual aids 
Market research 
Sales manuals 
Catalogs 


A. Self-Portrait 


By Robert B. Konikow 
AR Managing Editor 


Look at the sales promotion ex- 
ecutive. He is a man who, on the 
average, is responsible for spending 
about $400,000 of his company’s 
money each year on sales promo- 
tion materials. And he has the con- 
fidence of his company to a degree 
that is a little hard to understand. 
At any rate, only 27% of them state 
that their companies scientifically 
measure sales promotion results! Is 
this a reflection of the esteem with 
which these men are held or the 
lack of any scientific method for as- 
sessing the effectiveness of sales 
promotion programs? 

Looking at the results of the sur- 
vey recently completed by a special 
committee of the Sales Promotion 
Executives Assn., under the chair- 


Chart 2 


340 
333 


294 $5,000-7,500 


280 
274 


oink $7,500-10,000 


264 
257 


aa $10,000-20,000 


225 
218 


manship of Walter J. Stroud, Ow- 
ens-Corning-Fiberglas, Toledo, one 
can draw some interesting conclu- 
sions about today’s typical sales 
promotion manager. It is also of 
considerable interest to turn back 
to the first such survey, which was 
made prior to the first SPEA Con- 
ference in 1958, and reported in de- 
tail in ADVERTISING REQUIREMENTS 
for July of that year. 


This year’s survey was based on a 
questionnaire that went out to SPEA 
members. Usable returns to this 
complicated series of questions were 


received from 403 executives, who 


were guaranteed anonymity. All 
forms were returned to Erdos & 
Morgan, New York accountants, who 
did the actual tabulations. 


> From the returns, there emerges 


Total annual compensation 


203 Over $20,000 RER-475 


202 
197 
189 
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a picture of an executive who is 
growing in stature, in responsibili- 
ity, in importance. It is a picture 
that is consistent, not only with the 
general picture one gets from close 
observation of the field, but also 
with the earlier survey and with 
other, contemporary, surveys which 
have some overlap with this. For 
example, the picture of the indus- 
trial advertising manager that is 
given in the recent survey taken by 
Industrial Marketing is consistent 
with this, as long as they cover the 
same topics. 

It is no secret that the job of 
sales promotion manager covers a 
wide variety of tasks. A list of 23 
functions was offered the partici- 
pants, who were asked to check 
those “functions you participate in 
regularly.” Of the base of 403 re- 
spondents, the number concerned 
with each task varied from a low of 
75 to a high of 340. The first 15 are 
listed in Chart 1. 

This list does not vary substan- 
tially from the 1958 ranking. Cata- 
logs have stepped up from #16 to 
#15, replacing contact with dealers 
and distributors. In addition, there 
have been some changes in order. 
Merchandising planning has dropped 
below sales bulletins and writing 
copy, to end up in sixth place in 
this year’s order. Contests have gone 
up from #12 to #9, while both 
point-of-purchase and audio-visual 
aids have dropped two positions. 
None of these changes, however, 
are greatly significant, since the ab- 
solute differences are not large. 

In addition, one must remember 
that regular participation is not easy 
to define, and may not, in fact, 
mean the same thing to all respond- 
ents. Certainly, however, it indi- 


Chart 3 
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cates an interest and an influence in 
each of these areas. 


> Salaries have gone up since the 
1958 survey. It is a moot question 
whether this is due to the increased 
importance of the s.p. man or, more 
simply, to inflation. Individual 
changes, of course, are not reflected 
in such a survey, and the limitation 
of the questionnaire to four broad 
salary categories also tends to mask 
small changes. At any rate, the 
largest group (56.3%) of those re- 
plying to this question fell in the 
$10 to $20 thousand bracket. In the 
$7,500 to $10,000 group, fell 22.1%. 
Both of these figures represented an 
increase since 1958 of 3.6 and 0.2% 
respectively. The complete break- 
down is shown in Chart 2. The low- 
est group shows a drop of 2.5% and 
the top only 0.1% drop. The over-all 
tendency is obviously up. 


> Sales promotion is still a pre- 
dominantly male profession. Of the 
respondents, 96.2% were male, 
which is a slight drop from the 
98% reported in 1958. Of the total 
questionnaires returned, five failed 
to answer the question on sex, which 
brings up some curious questions, 
which would not be proper to in- 
quire into here. Nor should one 
wonder about the 18 who failed to 
answer the question about their 
marital status. Of those who did, 
88.8% checked themselves off as 
married, a drop from the 92.4% of 
1958. 

When it came to the question 
about children, the responses 
dropped to 342, of whom 35 re- 
ported no children. On the other 
hand, 5 indicated they had 6 or 
more children. The most common 


Chart 4 


number was 120 with 2 children, 
followed by 87 with 3, 49 with 1, 30 
with 4 and 16 with 5. Obviously, 
sales promotion people are repro- 
ducing themselves — and then some. 

One might point out that the end 
is not in sight, for sales promotion 
men are still comparatively young. 
Today 76.8% are under 45, against 
70.6% two years ago. The largest 
increase occurred in the 30-39 year 
bracket, which jumped 7.6% in this 
period. The detailed breakdown is 
given in Chart 4. 


> The percentage of college gradu- 
ates seems to have gone up, from 
the 69.3% of 1958 to the current 
75.6%. Virtually everybody today 
has graduated from high school, and 
a healthy 44.2% reports having done 
some work beyond the four-year- 
college level. 

The slight increase in the youth- 
fulness of the profession is consist- 
ent with the figures collected on the 
number of years respondents have 
been on the job, with their present 
company, and in sales promotion 
work in general. In all three cate- 
gories, the percentage of respond- 
ents who have been in the same 
status for more than ten years 
dropped slightly, with the increases, 
however, not being distributed uni- 
formly. In years on the job, the 
largest increase was in the 6 to 10 
year bracket; in years with the 
company, the greatest increase was 
in the 1 to 2 year bracket; in years 
in sales promotion, the big jump 
took place in the 6 to 10 year brack- 
et. The changes were not significant, 
unless they repeat themselves in 
future surveys, and may very well 
be due to differences in the sample. 
The breakdown is given in Chart 3. 





The number of men who were 
promoted to their current job from 
within the company was 67.5% of 
the total, a small drop from the 1958 
figure of 68.2%. 


> The use of staff and services 
showed some interesting changes, 
which present some problems in in- 
terpretation. Respondents were 
asked whether they employed copy- 
writers, artists and production peo- 
ple, and on full time, on part time, 
from other departments, or from 
the outside. The complete break- 
down is given in Chart 5. 

The figures by themselves do not 
seem especially revealing, but a 
comparison with the answers col- 
lected in 1958 show a drop in all 
categories on the use of company- 
employed people, and a jump in the 
use of outside help. Copywriters 
jumped from 35.0% to 37.5%; art- 
ists from 59.8% to 63%; production 
from 41.3% to 47.1%. This probably 
indicates a growing demand for pro- 
fessionalism in the output of the 
sales promotion department, and 
therefore a heavier reliance on spe- 
cialists. Internal work is being lim- 
ited to the creative and the planning 
aspects of programs, it would seem. 

This appears to be borne out 
by the figures on the use of outside 
organizations, given in detail in 
Chart 6. The only category to drop 
since 1958 is the advertising agen- 
cy, although it is still the dominant 
outside service. The most remark- 
able change is the increasing reli- 
ance on the use of the direct mail 
house, which jumped from 38.4% to 
its present 45.5%. The sales promo- 
tion agency showed an increase as 
well, although a smaller one, from 
14.4% to 18.2%. 


Chart 5 


> Sales promotion budgeting did not 
change much over the two-year 
period. The same two questions were 
asked about the budget. When asked 
on what basis the budget was set 


up, the respondents answered as 
follows: 


Annual ... 
Per program 
No budget 


The only difference here is that 
there was a drop of 6.8% in those 
who reported an annual budget. 
When asked where the money came 


from, the following responses were 
tabulated: 


Part of advertising money .. 28.8% 
Part of merchandising money 7.2 
Part of sales money 

Separate budget 


The tendency here, though slight, 
is towards a separate budget for 
sales promotion activities, rather 
than taking it from some other part 
of the organization. 


> The percentage of respondents, 
32.8%, who have field sales promo- 
tion people has gone down slightly 
from the 35.3% of 1958, but this is 
counter-balanced, perhaps, by the 
increased number of field men who 
are under the direct supervision of 
the sales promotion manager. His 
responsibility has gone up to 45.8%, 
which is a substantial jump from 
the previous 35.3%. The sales man- 
ager has 39.8%, which is a drop of 
only 0.2%, while regional managers 
now are responsible for 30.6%, con- 
trasted to the earlier 37.3%. These 
figures, you will notice, add up to 
more than 100%, indicating occa- 
sional double responsibility. 


Chart 6 


>An interesting figure, new this year, 
is the amount of money spent on 
sales promotion activities. Without 
comment, they broke down as fol- 
lows: 


Less than $5,000 .......... 
$5,000-9,999 
$10,000-19,999 _.. 
$20,000-29,999 _ 
$30,000-49,999 _. 
$50,000-59,999 
$60,000-99,999 
$100,000-149,999 
$150,000-199,999 . 
$200,000-249,999 oo. 
$250,000-299,999  .... 
$300,000-499,999 . 
$500,000-999,999 oo. 
$1,000,000-1,999,999 
$2,000,000 or more . 


Dollar sales were reported in five 
broad. categories, although no cor- 
relation was reported. 


Under $250,000 _........ 
$250,000-1,000,000 
$1,000,000-10,000,000 .... 
$10,000,000-25,000,000 
Over $25,000,000 .. 


> This study is another step towards 
the definition of the sales promotion 
man and his role in modern mar- 
keting. There are gaps in it, espe- 
cially in the relationship of the 
sales promotion man to other peo- 
ple involved in marketinz, and to 
top management. But it is unlikely 
that any questionnaire would un- 
cover useful information along these 
lines. This is the sort of subject that 
requires interviews in depth, and a 
carefully structured study. But this 
additional contribution by SPEA is 
a step in that direction and before 
too long, we should see, perhaps 
conducted by a_ university with 
SPEA cooperation, the kind of 
study that would round out the pic- 
ture. 44 
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PUBLIC RELATIONS 
For a Rainy Day 


When an AMP sales rep gets no thank you” reply to a 


lunch invitation, he is equipped with a ready comeback in the 


form of an AMP raincheck. odwill gimmick, a close copy 
of the standard baseball original, guarantees the holder “lunch, 
dinner, or a drink (single, double, triple).’” The back of the rain 
check further promises that “the host team shall play ball with 
the ticket holder . . . shall offer no wild pitches and shall 
make as many assists as possible when out in the field.” Copy 
concludes with “It is further understood that any deviation from 


the above policy is not cricket.—Positively n rders refunded 


SALES PROMOTION 
Ad for Architects 


In promoting its new triangular water cooler 
features a perf cation sheet with file 

file number. Tailor-mad r the architect's referen 
the first time th cus er announcement has been 
the architect audience. The r-color insert als 
space saving ivantages he new shape 


photographs. 





PHOTOGRAPHY 
Photo Poll 


An interesting 

was tested by Kling Phot orp. 
camera, The x Memo,” a magazine of camera 

regularly sent to all registered owners. Bound int 

1960, issue, is a large postcard carrying a 16-question surve« 
Seeking reactions on the product, and information on advertising 
impact and dealers’ service, the survey promises t 


uable data on owner attitudes. 


DIRECT ADVERTISING 
Operation Tall Can 
To attract attention to its annual report to the stockholders, Ameri- 
can Can Company borrowed envelopes from biscuits and made 
a packaging plant out of the Bankers Trust Co. of New Yor 
After deciding that an adaptation of the company’s biscuit can 
was unusual enough to get the stockholder’s attention, yet prac 
tical enough to meet mailing requirements, American Can had 
three trailer loads of biscuit tins sent from Texas to the New 
York bank from which the reports were to be mailed. Production 
lines were set up in the bank's offices and 10 American Can 
employes were imported to run the lines. Over a 7-day period, 


the production rate for the operation reached 20,000 per day. 
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PREMIUMS 
Open Sesame 


A green card, distributed by Columbia Records at the September 


premium show, is a bright attention-getter. Bearing the mystify 
ing message: “Is this the Magic Key to the Door at Booth 44?” 
the apparently ordinary cards have hidden magnets in different 
combinations. When slipped into a slot at the ‘Treasure Vault,” 
the magic cards with the correct magnetic combination unlock 
the door and allow the lucky holder to pick a gift certificate for 
a free Columbia record. Good for pre-show publicity too, they 
were also mailed as postcards. 


DIRECT MAIL 


cue 


1e from advertising competitions, where entries are 
ed as slide transparencies, Needham, Louis, and 
rby Inc., has hit on a gimmick to make each recipient his 
wn critic. They have prepared a 6” filmstrip showing eight of 
their award-winning ads, and they send them along with a 
c le cardboard slide viewer by Taylor-Merchant and 
awards and sales records of each ad. 


PUBLIC RELATIONS 
Hotels and Hemingway 


yood literature and goodwill as well 

New York, now supplies each of its 

with complimentary reading material. Paperback 

Hemingway to Ellery Queen—are provided, bear- 

ls imprinted: “For your reading pleasure—here or 
enroute—Henry Hudson Hotel, New York City.” Begun as an 
experimental project last May, the hotel has found it so success- 


£.,) 
tl 


that they are making it a permanent policy. 


SHOWS & EXHIBITS 
Hometown Names 


“Time” has a special booth to demonstrate its nationwide cir- 
ilation to trade show visitors. A multi-pocketed rack, which fills 
the back wall of a small booth, holds bound volumes of the ad- 
iressing plates, in galley form, and arranged by state and city. 
Visitors are asked to look through the list of subscribers to find 
names of their customers. As a reward for coming across a familiar 
name, the visitor is given a silver dollar in a holder which offers 

ngratulations, and the notation: “Presented at the Post Office 
Timetown U.S.A., where you will always find the names and ad- 
dresses of your best customers and prospects, who read advertis- 
ing in ‘Time’ about the products or services you sell.” 





The Negro market is a more 
prosperous one than many ad- 
vertisers realize, but it isn’t an 
easy one fo sell. The special ap- 
proaches, however, are often 
more than normally profitable. 


By Stan Matthew 
Matthew, Caldwell & Ballard 
Chicago 


The 1960 census-takers will set 
the U.S. Negro population at just 
short of 20 millions with a family 
size of 3.9 and an average com- 
bined income of about $4500+-. This 
is a consumer market of over $20 
billions and most major American 
corporations with consumer prod- 
ucts are taking serious steps to 
guarantee themselves their share. 
Associated Publishers Inc., Inter- 
state United Newspapers Inc., John- 
son Publishing, and the O K and 
Rounsaville radio chains have clear- 
ly established with most advertising 
men the special needs of fast-grow- 
ing, sensitive, urban, Negro groups. 

The 152 Negro newspapers, mostly 
weeklies, with a circulation of 1,600- 
000, keep their readers informed of 
“in-group” social activities and 
achievements as well as civil rights 
battles. Magazines such as Ebony 
appeal strongly to pride and desire 
for the good life. If some Negroes 
are not attracted to rhythm-and- 


Pinpointing 
Promotion 
to a Specialized Target 


blues programming on Negro radio 
stations (50 across the country) they 
will very likely be attracted by 
religious broadcasts or fine jazz sets. 
There is no question about the 
importance of “in-group” media in 
influencing brand preference among 
Negroes. Many corporations, how- 
ever, are relying more heavily upon 
merchandising and sales promotion 
in the market to get more direct 
sales results. 

All of these Negro media have 
been forced to offer some form of 
sales aids — reprints of ads for 
p.o.p., direct mail to dealers, junior 
billboards, personal appearances of 
disc jockeys, etc. All of the larger 
tobacco companies and _ beverage 
companies (brewery and soft drink) 
have Negro field men and driver- 
salesmen creating goodwill and plac- 
ing point-of-purchase material fea- 
turing Negro subjects. 

Until recently, corporations were 
drawing almost exclusively upon 
the popularity of Negro athletes in 
their appointments irrespective of 
the athlete’s marketing knowledge. 
There is now emerging a _ lesser 
known but highly effective, well- 
trained Negro merchandising man 
and he may be inside the corpora- 
tion or in an independent agency of 
his own. In this latter group are 
Louis, Rowe, Fisher, & Lockhart, 
New York, serving Westinghouse 
among other clients; Moss Kendrix 
and Associates, Washington, D. C., 
serving Coca Cola Co.; Jesse Lewis 
and Associates, Birmingham, serving 


the widely-varied Gaston interests; 
Leatherwood, Cleveland and Associ- 
ates, Detroit, serving a large in- 
surance company, winery, and phar- 
maceutical house; to name a few. 


> Our company, in Chicago, has de- 
veloped the team approach of its 
predecessors in programming for 
clients. Several examples of tech- 
niques employed are herewith de- 
scribed as typical of what can be 
done: 


1. Excitement at Point of Pur- 
chase .. Marbert Hair Products 


Pretty Promoter . 
senting the 


. . Milt Frank, repre- 
Woodlawn Businessmen’s 
Assn., greets Marlene Fitzhugh, ‘‘Miss 
Woodlawn Centennial,” as part of a 
promotion program in this interracial 
section. 
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were good quality and priced right 
but promotional funds were limited. 
Marbert’s went to high traffic loca- 
tions in drug stores, variety stores, 
and department stores with a Mar- 
bert Jubilee Days campaign. A 
pretty Negro Miss Marbert, 
“pitched” the product and its sale 
price to all comers with a storewide 
public address system including a 
speaker in front of the store. Miss 
Marbert was pictured on store win- 
dow posters, overhead hangers and 
sundry bags. Marbert sales held at 
double their norms for months after 
the demonstrations. 

Englander Mattress Co. co-oped 
a promotion in the grand opening 
of Robert’s Jewelry-Furniture De- 
partment. A Negro Englander 
“Sleeping Beauty” model was fea- 
tured in a full page of the neighbor- 
hood Negro paper as she actually 
appeared in the store window bed- 
room for four days of the festivities. 
This charmer talked 1,200 persons 
into the store to register to win the 
Englander Box Spring and Mattress, 
again with the use of the public 
address system. Much publicity and 
business for both distributor and 
dealer resulted. 


2. People Selling People .. J. J. 
Wright Motor Co., a Chicago Ford 
dealer with a predominantiy Negro 
clientele, was spending too much in 
Negro radio and press with too 
little return. He turned to a contest 
among 160 Negro barbers with small 
endorsement ads in the Chicago 
Defender carrying barber pictures 
and shop locations. Shop walls first 
carried silkscreen posters picturing 
the individual contestant as Barber 
King; later, 22x28 calendars with 
attractive Negro models and the 
1960 Ford line printed inexpen- 
sively in roto brown on cream 
enamel. Barbers sent lead slips to 
the company. Sales resulted in con- 
testant commissions and points to- 
ward a Caribbean vacation for two. 


3. Special Radio Production . . 
One of the oldest and largest Negro 
morticians, Chicago’s Metropolitan 
Funeral Parlors, sought a distinc- 
tive way to draw public recognition. 
It sponsored a high-quality series 
of 39 half-hour tapes featuring the 
richly varied music of Negro Lu- 
theran, Baptist, Methodist (and 
A M E), Church of God, and Epis- 
copal choirs. The tapes also incor- 
porated a brief lay conversation on 
theological topics with pastors. All 
choirs were recorded in the Metro- 
politan Chapel and choir photo- 
graphs were printed with program 
devotional materials in 20,000 book- 
lets distributed by ushers to wor- 
shippers in 70 of the larger churches. 
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The half-hour Saturday broadcasts 
gained top ratings on station WBEE. 


4. Community Relations . . The 
Woodlawn Businessmen’s Assn. ex- 
perienced a change in neighborhood 
character. The new Negro populace 
and the primarily Jewish merchants 
were slow to establish rapport. 
Crime rates were high with shop- 
lifting, burglaries, broken windows, 
and assaults. A suppressed hostility 
between the two groups was quite 
evident. 

In quick successive steps we took 
measures to (1) reorganize the 
association, bringing it to its highest 
membership and budget in its 50- 


Typical Promotions . . . Here are 
four examples of how to reach 
this specialized market. Above 
is a window streamer that ties 
in with a neighborhood promo- 
tion. Directly above is a theatri- 
cal commercial being shot (the 
author is on the far right). Left, 
a pretty model helps sell fash- 
ions. Right, an animated figure 
promotes a trademark amid joy- 
ous surroundings. 


year history — included was a good 
representation of Negro business and 
professional men; (2) conduct pro- 
motional campaigns with neighbor- 
hood shoppers news and window 
posters that featured interracial 
illustrations; (3) bring about a 
highly publicized stand in favor of 
equal job opportunity legislation as 
“vital to Woodlawn’s economic well- 
being”; (4) secure liberal contri- 
butions to community organizations 
such as the Block Clubs Council: 
(5) climax a series of promotions 
with a Teen Queen Contest with 38 
Negro and Puerto Rican girls, each 
sponsored by a community organi- 
zation competing for $1000 in prizes 





ICNIC BASKETS 


-KETS WITH EVERY PURCHASE DURING WOODLAWN 


MAY DAYS SALE 


LUES GALORE 


in EVERY STORE 


RS., MAY 21 + FRI., MAY 22 - SAT., MAY 23 


an THURS. ~ FRI. til 8PM 


MEN'S ASS‘ 


(including an expensive Motorola 
Stereo Hi Fi). Posters and neigh- 
borhood newspaper ads carried con- 
testants’ pictures. All contestants 
rode a spectacular Sea Horse float 
in a succession of Saturdays. And a 
capacity crowd of a thousand per- 
sons thronged to a Cinderella Ball 
for the crowning of the winner. 
Balloting was with purchases (one 
dollar-one vote) in participating 
stores. 


5. Personify the Product. . Bald- 
win Ice Cream had participated in 
many Defender Home Shows. They 
wanted to have a greater product 
impact on this particular show. We 


ment 


created the Baldwin Bear (white 
polar bear costume) and had him 
dancing with the children and pat- 
ting the ladies on the head. He was 
such a success that he was used 
often thereafter at labor union 
Christmas parties and housing proj- 
ect celebrations along with ice cream 
sampling. 


6. Theater Advertising . . Burts 
Clothiers had been advertising 
heavily in all Negro media. Some- 
how the firm was failing to convey 
the adequate impression of the 
beautiful, modern showrooms in the 
newly remodeled store. It turned to 
two 35mm 3-minute color trailers 


for Negro theater showing. A sim- 
ple but entertaining story line was 
effectively portrayed by Negro 
model-actors. The community re- 
sponse was excellent; Burts’ busi- 
ness never better. 


7. Publicity in Negro Press . . 
Pepsi Cola General Bottlers had 
spent liberally in Negro press and 
community ad books. Management 
desired to see more publicity for 
dollars spent. Arrangements were 
made for Pepsi Cola to present 
trophies at the National Women’s 
A.A.U. Track and Field Competi- 
tion at the University of Chicago 
(Spring 1960) — the first such meet 
to be sponsored by a Negro organi- 
zation — Shriners Arabic Temple 
44. Photographs of the trophy pres- 
entation by Pepsi Cola Sales Man- 
ager Andy Gattuso were released to 
Negro newspapers across the coun- 
try. Pepsi Cola was mentioned re- 
peatedly on the public address sys- 
tem in appreciation for refreshments 
for officials and athletes. 


> The Negro market is growing in 
importance, and we can expect that 
both national and local companies 
will be paying more attention to it 
in the future. As this attention 
grows, it will take some new direc- 
tions, and to end this article, let 
me go out on a limb and indicate 
what I feel some of these new de- 
velopments might be. 


1. More co-op direct mail pieces 
with Negro models for dealers in 
Negro areas. A leading automobile 
manufacturer has such a plan under 
study and Samuel Fitzsimmons Co. 
in New York has highly accurate 
mailing lists for Negro neighbor- 
hoods with further economic strati- 
fication. 


2. Broader use of theater screen 
advertising in 500 Negro theaters 
nationally. Attendance in many of 
these theaters is increasing in con- 
trast with white neighborhood show 
places. Hamm’s Beer is currently 
running a Negro newsreel in Negro 
theaters. 


3. A greater diversity of Negro 
radio productions keyed to special 
interests — e.g., a drama serial cen- 
tered upon a frankly-spoken, color- 
ful beautician and her friends with 
a hair product sponsor. Jackie Rob- 
inson’s commentary on tapes are 
now sold market-by-market. 


4. Interracial and Negro merchan- 
dising teams in cities of concen- 
trated Negro population across the 
country affiliated for multi-city 
product promotions. This is prac- 
tically a reality for 12 cities as this 
article goes to press. 44 
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Intricate Exhibit 
arrives promptly... 
in perfect working order! 


U.S. Steel display components picked 
up in Chicago and Pittsburgh are de- 
livered in New York ready to operate. 


America’s Most Recommended Mover 


@ Electronic intricacy of one major component is the key to the 
automatic strapping exhibit which U. S. Steel’s Supply Division 
entrusted to Mayflower’s moving care. It could easily be damaged 
in transit if not carefully handled. But when Mayflower delivered 
it from Chicago to New York City, it arrived in perfect condition 
and worked the first time it was plugged in. 

This type of service is an every day occurrence with Mayflower’s 
skilled packing and handling, plus the protection and cushioning 
provided by Mayflower’s new “air-ride” van. To save time and 
money, call Mayflower, to move your valuable exhibits. 


Ask for "17 Reasons Why” Booklet... a practical exhibit guide 
AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS, INDIANA 


32 + GR ° February 1961 





Island Booth . . . Center of the Smith display was the pitching stand, in which visitors 
were offered the chance of smashing a glass tank liner. The noise was wonderful. 


By Benn Ollman 


There is nothing subtle about A. 
O. Smith Corp. trade show exhibits. 
Their objective: to promote the 
company’s products and develop 
leads for the sales department. 

R. N. Steim, merchandising di- 
rector, spells it out this way: “Nine- 
ty percent of our trade show ex- 
hibits are hard sell. We are out to 
get the customer’s attention and in- 
terest at the trade shows.” 

Typical of the hard-hitting A. O. 
Smith exhibits was one created ex- 
pressly for the recent Nati. Assn. 
of Plumbing Contractors convention 
held in Cleveland. It was designed 
to demonstrate that the Permaglas 
linings of A. O. Smith’s hot water 
heaters can stand up under repeated 
pounding. 

Actually, the exhibit went one 
step further—it permitted the plumb- 
ers attending the convention to 
prove the toughness of the glass 
liners for themselves. They did it 
by tossing wooden croquet balls at 
cutout sections of the liners. Those 
who threw the balls through the 
holes were rewarded for their ac- 


Nothing is more fun than trying 
to smash glass, and when this 
also demonstrates a product fea- 
ture, it’s a natural for an exhibit 
theme. 


A Product Demonstration 


with Impact 


curacy with free baseball game du- 
cats. 


> Why did they use croquet balls in- 
stead of regulation baseballs? 

“Baseballs didn’t give us the 
‘sound’ we wanted when they hit 
the glass coated liners” explains 
Mr. Steim. “Hardwood croquet balls 
made a louder noise and illustrated 
more effectively the toughness of 
the Permaglas liners.” 

The croquet balls were specially 
made for this exhibit. They had to 
be small enough to clear the holes 
in the cutaway sections of the water 
heaters. 

The baseball motif of the exhibit 
was carried several steps further by 
placing pennants around the area 
to attract attention. Instead of base- 
ball teams, the pennants listed vari- 
ous products of A. O. Smith. 

Big league baseball players, mem- 
bers of the Cleveland Indians team, 
were hired to appear at the exhibit 
during the plumbing trade show in 
that city. They demonstrated how 
simple it is to toss a ball through 
a small hole when that happens to 
be your line of business. They also 


obliged show visitors with auto- 
graphs. 

As a memento, each booth visitor 
was given an imitation Styrofoam 
baseball with an A. O. Smith im- 
print. 


>A. O. Smith Corp. has its own 
staff of experts to conceive, design 
and engineer trade show exhibits. 
Planning the baseball tossing ex- 
hibit for the national plumbing con- 
tractor’s confab began a half year 
ahead of the show. 

These are the steps that lead to 
the creation of each A. O. Smith 
trade show exhibit: 


1. First, the merchandising direc- 
tor and the sales representatives in 
whose area the trade show will take 
place discuss the event: 

Says Mr. Steim: “We talk over 
the importance of the particular 
trade show under question. Do we 
have anything new and exciting 
to highlight? People in all indus- 
tries are not alike in the tastes and 
backgrounds; the exhibits have to 
be planned and designed with these 
facts in mind. We also make certain 
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YOUR 
DIRECT 


PLA 


MAIL CAMPAIGN 
PROPERLY — SELECT 
THE RIGHT LIST! 


Primary requisite for 
the effective use of 
Direct Mail is the com- 
pleteness and accu- 
racy of the mailing list. 


Industry's buyers are 
never static. New 
names must be con- 
stantly added, delet- 
ed, changed, checked 
and re-checked. 


Uniquely equipped to 
handle that important 
detail is McGraw-Hill's 
huge circulation de- 
partment, which is 
specially staffed with 
a group of 90 experts, 
whose combined abil- 
ities keep our lists as 
complete and accu- 


rate as humanly pos- 
sible. 


Why not specify a Mc- 
Graw-Hill list on your 
next mailing? It's your 
best possible insur- 
ance against failure. 


tM am me MeL am Lt) 


ree alla 

DIRECT MAIL DIVISION 
330 WEST 42nd STREET 
NEW YORK 36,N. Y. 
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Star Demonstrator 
Warren Spahn, Braves 
pitcher, showed how 
easy it was to pitch 
through the hole — 
if you are a real pro. 


that we know the exact locations in 
the hall and the dimensions of the 
space available for our exhibit.” 


2. With these facts straightened out, 
the exhibit design department is 
called in. Alex Schleuter and Wil- 
lard Manthei, the exhibit designers, 
then go to work. 

“Many firms” says Mr. Steim, 
“think that they can do just as well 
by calling in a display company to 
create exhibits for them. But we 
prefer to do our own designing. 
Our staff turns out the engineering 
drawings as well as the artwork. 
When they are finished, we send 
the drawings out to display builders 
for bids. Our feeling is that we are 
better acquainted with the indus- 
tries for which these exhibits are 
being built than are the display 
firms. Also, through the years, our 
men have become intimately ac- 
quainted with almost every major 
exhibit hall in the country; this 
knowledge is helpful in designing 
exhibits.” 


> A complete file is kept of the 
engineering drawings and photo- 
graphs of each exhibit. Eleven thou- 
sand square feet of warehouse space 
is used to house exhibit materials. 
All exhibits are shipped back to the 
warehouse after each show. 

This big storehouse of exhibit ma- 
terials frequently comes in mighty 
handy when parts are needed for a 
new display. The files of drawings 
and photographs are also a valuable 
reservoir of successful exhibit ideas. 


> How effective are trade show ex- 
hibits as sales tools? And how do 
these costs compare with other me- 
dia? 

According to a survey just com- 
pleted by A. O. Smith, its trade 
show exhibits during 1958-59 were 


viewed by a total of 1% million 
people. 

It learned that 75% of the people 
who attended the various trade 
shows got at least a glimpse of their 
products on display. 

A statistical analysis broke down 
the cost to 0.0634¢ per exposure, a 
figure which they feel compares 
very favorably with other adver- 
tising and promotional media. 

One final pointer on trade show 
exhibits from R. N. Steim: “The 
most important factor in the suc- 
cess of any exhibit is still the in- 
dividual who mans the booth. No 
matter how clever and ingenious 
the exhibit may be, it won’t get top 
results unless the people in charge 
have pleasing personality; a com- 
plete knowledge of the product, and 
good sales ability.” 44 


GE Folder Illustrates 
Display Lamp Ideas 


A valuable find for the planning 
file is the folder showing display 
and sign ideas executed with the 
help of General Electric decorative 
lamps. 

One page of the folder shows each 
type of lamp currently available in 
this area and lists complete specifi- 
cations for each. 

The inside spread shows two 
pages of application examples with 
one on trans-illuminated effects and 
the other on indirect effects. 

The back page of the folder shows 
three different displays using a 
direct effect from the lamps and 
lists the General Electric miniature 
lamp sales offices throughout the 
country. 

Copies of the folder are available. 

+ for more details circle 201, page 117 
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Ready for Action . 


. . The trailer at its initial showing in the 
parking lot of a bank in Trenton, during Farmers Week in the 


on 
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state capitol. Inspecting it are the state secretary of agri- 
culture Phillip Alampi and State Board Pres. H. O. Wegner. 


A Kolling Audio-Visual Exhibit 


An unusual exhibit technique has enabled the state of 
New Jersey to tell its story to more people, 


more effectively and at less cost than ever before. 


By Thomas S. Hook 


Last spring a unique traveling 
showcase went on the road to tell 
the public about the versatility and 
quality of New Jersey’s agricultural 
products. Called the Farmobile, the 
20’ trailer made its debut during 
Farmers Week the end of January, 
1960, when it was parked in central 
Trenton so that visiting farmers, as 
well as consumers, could enjoy the 
visual presentation before the trail- 
er later set out for the hinterlands. 

Trenton’s citizens and visitors 
saw at once that this was no ordi- 
nary trailer. With most trailers, 
visitors are invited inside to see ex- 
hibits, slides, filmstrips, motion pic- 
tures or live demonstrations. The 
cramped quarters limit the number 
of people who can be inside at any 
one time, and also reduce the size 
of any images to be projected. 

But the new Farmobile tells its 
entire story on the outside of the 
trailer, thus multiplying many times 


the number of people who simul- 
taneously can watch the story un- 
fold on its three different panel ex- 
hibits. Freed of inside space limita- 
tions by utilizing rear screen pro- 
jection of slides with mirrors, the 
State’s farm products promotion 
people have magnified considerably 
the size of the images projected on 
two of the three panels which take 
up the entire trailer outside panel. 
But the switch from the usual 
trailer concept of having the show 
inside to one of telling the entire 
story outside was not as easy as it 
might sound. New techniques had 
to be developed, bugs had to be 
worked out, and seven months of 
thinkmanship and close cooperation 
had to take place. 


» “We have hoped for some truly 
portable exhibits for the past two 
decades,” says Gerald E. Zich, of the 
N. J. Dept. of Agriculture, who ad- 
ministers the exhibit’s budget as 
well as the farm products promotion 
work. 


The State of New Jersey Dept. 
of Agriculture’s advertising agency, 
Robert Conahay Inc., New York, 


Roomy Interior . . The projector is 
under the screen, throws its image 
against a mirror, and then back, to 
achieve greater magnification. A sliding 
black screen creates a tunnel and cuts 
out ambient light. 
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SO Ue iad, eli 
BUSINESS FOR OVER 30 YEARS 


UR tt eh g 


LETTER & MAILING 
SERVICE 


DOES IT FASTER! 


You can count on Marie to handle your complete 
mailings — and be assured of prompt and ac- 
curate services. 


Work mailed for you or delivered to you. Marie 
has been handling afl mailing details ‘ae 4 wide 
variety of clients for more than 30 


Multigraphing * Fill-in on Multigraphed 
letters * Planographing * Addressing ° 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance. 

Call Wabash 2-8655 and Just Ask For Marie 


a. Lier Sh 


431 SoutH DEARBORN STREET 
Cuicaco 5, Itt. WABASH 2-8655 


Over 8,000 executives will attend 


15th Advertising Essentials & 
National Sales Aids Show 


March 27th, 28th, 29th, 1961 
HOTEL BILTMORE, NEW YORK 
Write for free guest tickets or 
space availability to Edwin Pendleton 
Advertising Trades Institute 
135 E. 39th St., N.Y.C. 16 LE 2-992! 


LS 
The 1961 directory of 11,000 advertising 
buyers in the New York area out soon 
. $35.00 


ATTENTION 


GETTERS! 
Tele TG ae 
“MOPPETS 


fundreds av 
Exclusive use 
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was first assigned a $1,000 contract 
early in 1959 to “think it out,” draw 
up detailed specifications and color 
sketches. Thus began seven months 
of careful planning, searching for 
suppliers to iron out pesky problems 
previously unencountered; and the 
cooperation of state officials; agency 
contact, copy and art department; 
display builders; trailer manufac- 
turers and audio-visual art sup- 
pliers. 


» As originally conceived by the 
N. J. State agriculture dept.’s prod- 
ucts promotion group, one entire 
side of the trailer was to tell the 
entire story. The first panel was to 
be a three-dimensional map of the 
state, with 18 panels around the map 
indicating different food products of 
the state. Lights would blink on the 
map as a transparency of each food 
item was lighted up individually, 
pinpointing in which parts of the 
state it was grown. New Jersey 
would thus be spotlighting the many 
products which it supports and im- 
proves. 

However, when priced, such a 
map and intricate wiring to syn- 
chronize the food panels with points 
on the map was found to be way 
out of line for the budget set aside 
for the trailer—and this was but 
one of three panels making up the 
outside of the Farmobile. 

Achille Pelizzari, art director for 
Robert Conahay agency, was then 
tossed the ball. Together with 
agency copy director Frank Denman 
and account executive Vincent J. 
Galbo, he found a. satisfactory 
alternate for the key one of the 
three panels. They decided to mor- 
tise the map of New Jersey out of 
the trailer panel itself. Then, if an 
accurate slide of the map were made 
on a 35mm slide, incorporating a 
transparency of the food item, it 
could be projected from inside the 
trailer through the mortised map 
outline. The yellow map projected 
onto a black panel area would give 
the desired 3-D effect at much less 
cost than the scrapped idea of an 
intricately wired and sculpted map 
with side panels! 


> A test piece of artwork of the 


Ready to Roll 

The Farmobile can be 
towed by a standard 
station wagon, with 
booster springs, 
heavy-duty snow tires, 
and an electric 
trailer braking system. 


map, 10x14”, alongside of which a 
24x3” transparency of a food item, 
plus a cell overlay of starts indicat- 
ing points of origin, then had to be 
made. Art director Pelizzari called 
in Bob Cantinella and Wilbur 
Sweny, Artra Studios, New York, 
to work out the slide details fur- 
ther. Although specialists in film- 
strips, slides, telops and the gen- 
eral visual medium, Artra had never 
encountered exactly the same type 
problem before, but they knew 
there was a solution. 

The problem of combining two 
different pieces — the food item 
slide and the map—into still another 
35mm slide, was not the problem. 
The problem lay in the fact that 
the food slide would be a copy and 
not the original, since the 35mm 
slides had to be enlarged to be at- 
tached to the map for re-shooting, 
and rear-projection of the finished 
slide would pose questions as to the 
density that should be printed for 
maximum visibility on the outside 
panel screen of the trailer. 


> While the Dept. of Agriculture 
set about rounding up the slides to 
represent 18 different food products 
grown in the state, Artra Studios 
worked with the Robert Conahay 
Agency on the test slide. The Ag 
Dept. people had their hands full 
gathering the slides, since some of 
the food products were not then in 
season and they had to scour the 
countryside and many sources to 
get all 18 food products on film. 
Although the first test slide incor- 
porated a lightly printed food trans- 
parency along with the regular 
density map, actual rear projection 
usage showed it would have to be 
printed even lighter, as far as the 
food item insert was concerned. For 
final shooting, the artwork of the 
yellow N.J. state map on black 
background was shot with front 
lighting, and the food item, extra- 
lightly printed, was shot with back 
lighting. The finished slide, of which 
18 were subsequently made, was 
projected by rear projection from 
within the trailer and found to come 
up clear on the outside, whereas the 
test slide food insertion had a tend- 
ency to fill or black in, due to its 





density of printing. 

A further help of the test-slide 
was in finding the importance of 
accurate mounting of the slides 
above-and-beyond normal mount- 
ing. Since each of the 18 slides had 
to hit the map outline and its mor- 
tise for the food item, the 35mm 
slides had to be perfectly mounted 
or the picture wouldn’t hit the holes 
squarely. The map was purposely 
outlined only generally; so prob- 
lems of hitting peninsulas and ir- 
regular contours exactly would not 
be encountered. 


> While the audio-visual 
were being worked out, Strauss 
Displays, New York, secured a 
198” long trailer from the Trenton 
National Trailer Co. Strauss went 
about preparing one whole side of 
the 7’ high by 8’ wide trailer so that 
three exhibits each 6’ wide and 
542’ deep would be prepared for 
the public. In transit, the three ex- 
hibits would be covered by panels 
hinged at the top of the trailer. One 
man could set up the trailer show, 
however, by raising the three panels 
as a roof and pulling out two side 
panels, which provided additional 
copy space. The overhead cover 
would serve not only as a protec- 
tion against the weather for the 
screens as well as spectators, but 
would help keep light off the special 
Luxchrome 50 screens during day- 
light projection. 


details 


> Center panel of the Farmobile in- 
corporates a 30x40” transparency of 
a New Jersey flower garden scene 
as a backdrop for a 3-D table set- 
ting in the foreground. Realistic 
models of a complete turkey dinner 
are placed on an inclined dinner 
table mock-up. All items portrayed 
in the panel are state products. 
Besides Washington Forge Silver- 
ware and Lenox China, there are 
wax models of a turkey, cranberry 
sauce, asparagus, sweet and white 
potatoes, tomatoes, lettuce, milk, 
apples and peaches. All these prod- 
ucts are cemented into place, with 
the exception of the realistic wax 
turkey, which rides in regal splen- 
dor inside the trailer between shows 
in order to prevent breakage. The 
window background in this panel 
is on hinges to facilitate servicing. 


> The third panel in the futuristic 
trailer, near the front end, utilizes 
a 40” screen to show 24 slides of 
the State Dept. of Agriculture’s 
activities in marketing, grading, 
quality control, etc. An automatic 
Kodak Cavalcade slide projector is 
timed to show slides individually 
while the taped voice of Secretary 
Phil Alampi tells the story. Mr. 


Alampi, who in 1935 investigated 
poultry market practices in New 
York City for the Federal Govern- 
ment and has a voice practiced by 
years of radio and television, de- 
livers the message with professional 
know-how. The highlights of the 
entire trailer show are designed to 
be seen in three-minute’s_ time, 
which experts consider the maxi- 
mum length of time which an av- 
erage non-farm person can be held 
for such an exhibit. 

Separating each of the three ex- 
hibits are overhead signs identify- 
ing them. Titles of each panel are 
painted in red on frosted glass, so 
that spectators know what they are 
watching. Gerald E. Zich, Assistant 
Director of Information and _ in 
charge of the State’s farm products 
promotion programs, worked with 
Frank Denman, copy director of 
Robert Conahay agency, to write 
headline copy and the important 
slide commentary. 

Last-minute bugs to be worked 
out included changing original 
screen material to Luxchrome 50 
to improve visibility. It was also 
found that painting the undersides 
of the lifted-up awning panels a 
dark blue helped considerably. In- 
side the trailer, black cloth was used 
to envelop the projected beam areas 
after testing. 

Another Kodak Cavalcade slide 
projector, identical with the one 
used for the front panel on market- 
ing activities, is used for the food- 
and-map slides on the rear panel, 
making two units in operation to 
handle the audio-visual panels. The 
food-and-map image outside is 314’ 
high. No audible commentary is 
needed, since Artra Studios used 
white lettering identifying the food 
item on the black artwork adjacent 
to the yellow map, which was in- 
corporated into the 18 finished 35mm 
slides for that panel. 


> The Farmobile will be used in 
New Jersey county fairs, at shop- 
ping centers, elementary and high 
schools and at special events be- 
sides the State Fair. The estimated 
total of $10,000 worth of time, man 
hours, creative talent, materials and 
combined efforts that went into 
building this trailer of the future is 
already paying off. A sizeable bonus 
in an impressively larger audience 
is obtained immediately by having 
the whole show on the outside of 
the trailer. 

Hauling the Farmobile from one 
event to the next behind a station 
wagon, one man can operate it com- 
pletely. He can stop and set it up 
anywhere in twenty minutes by 
himself, or even faster if someone 
lends him a hand. 44 





FROM CREATIVE ART 
TO FINISHED PRODUCT 
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LEADERS IN THE FIELD! 


Pioneer in Package design and pro- 
duction, Jackmeyer leads the field in 
Heat Seal ¢ Stik-On e Foldover « Skin 


and Slide Blister packaging with un- 


| matched technical ‘know-how’, skills 


and facilities. Every Blister Pack is 


| custom designed to provide maximum 


protection and ‘on sight’ sales action. 


One Complete Source... From re- 
search, creative art, printing, form- 
ing of Blister to assembling, Jack- 
meyer is your one dependable source 
for all your Blister packaging needs! 
Whatever your problems, Jackmeyer 
can solve them. 

Send today for FREE Blister 
Packaging FACT BOOK—a com- 


= and helpful guide to better 
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All Around the Subject . . . These four views of AMP’s exhibit 
on wheels shows how well the truck can be concealed and how 


a) 


a 1 


A LOT OF Wages 
JON AA GUIs SIPAACIS 


When you want an exhibit that is portable, can be seen 
by lots of people, do what AMP did — build it on wheels. 


When a company needs a new ex- 
hibit that has to travel like a truck 
yet open up to a large display area, 
that company has a problem. 

AMP Inc., Harrisburg, Pa., solved 
this kind of problem by working out 
a new exhibit design. The finished 
result was the AMP Mobilab, a dual 
personality exhibit able to give ef- 
fective performance in two distinct- 
ly different areas. 


> Traveling down the highway, the 
AMP Mobilab is essentially a panel 
truck with little to distinguish it 
other than its bright coloring and 
lettering. 

Upon arrival, it quickly becomes 
an open exhibit area with plenty of 
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browsing-through room for visitors. 
The design permits it to be literally 
spread, lifted and stacked to form a 
panelized display of 51 square feet. 

This quick and dramatic exhibit 
assembly is accomplished by one 
man, the AMP Sales Engineer, who 
drives the Mobilab to its show spot, 


assembles it, and acts as exhibit 
host. 


> The planned step-by-step exhibit 
assembly starts with opening the 
panel truck’s rear doors. The in- 
terior product-studded panels are 
brought out. The hinged side areas, 
hidden by the hinged plastic awn- 
ings, lift to shade and shelter the 
viewers. The back display panels 


much exhibit area is available. One man can set up the show, 
and it is a simple matter to change the panels of copy. 


slide out on aluminum rails. 

A metal skirt is placed around 
three sides of the truck body hiding 
the wheels and heightening the ef- 
fect of a fixed display booth. Only 
the front part of the truck remains 
in view. 

The maneuverability of the Mobi- 
lab permits AMP to exhibit any- 
where from a customer’s parking 
lot to his warehouse. If there’s room 
to drive the truck in, the Mobilab 
can go anywhere the AMP product 
and service story needs to be told. 


Best of all, once it is assembled, 
viewers can see the display easily 
without having to crowd into a 
small truck to see the AMP prod- 
ucts, 44 





TWO-COLOR PROCESS ON ESOPUS TINTS! 


@ This 2-color insert printed by offset on 23 x 
29 ATF Big Chief 


@ Photos by Sarra, New York 


@ Dual-Color separations by Pictura, 480 Lexing- 
ton Ave., New York. 


@ Paper: Cantine’s Pastel-Coated Esopus Tints 
(Peach) 25 x 38-80 (160 M). Sold by Cantine 
Merchants 


@ Made by The Martin Cantine Company, Sauger- 
ties, N. Y. 


Savings gained by 2-color process on Esopus pastel-tinted coated papers 
enable many jobs of printing to be produced in beautiful, satisfying 
color which otherwise would not be attempted at all because of elements 
of time or expense. Step up the quality, quantity and effectiveness of 
your printing by using this modern facility. 


ESOPUS TINTS TEXT ESOPUS TINTS COVER-BRISTOL 


Canary, Green, Blue, India, Pink, Peach, Goldenrod, Ivory Canary, Green, Blue, India, Pink, Peach 


BASIS 23 x 35 25 x 38 35 x 45 BASIS 20x26 23x29 26x40 23x35 


70 119 140 232 80 160 205 320 248 
80 160 266 


anne, ESOPUS TINTS 





TWO-COLOR PROCESS ON ESOPUS TINTS! 


CANTINE’S COATED PAPERS 


FOR LETTERPRESS 


HI-ARTS 

ASHOKAN 

M-C FOLDING BOOK 
M-C FOLDING COVER 
ZENA 


FOR 
HI-ARTS LITHO C.1S 
ZENAGLOSS OFFSET C.2S 
ZENAGLOSS COVER C.2S 
LITHOGLOSS C.1S 
CATSKILL LITHO C.1S 


VELVETONE DULL 

ESOPUS TINTS TEXT 

ESOPUS TINTS COVER-BRISTOL 
ESOPUS POSTCARD 

SOFTONE 


OFFSET 

CATSKILL OFFSET C.2S 
ESOPUS POSTCARD C.2S 
ESOPUS TINTS TEXT 

ESOPUS TINTS COVER-BRISTOL 
VELVETONE DULL C.2S 


PASTEL COATED 


A good combination! 

And a good saving! 
Photographs, separations, plates, proofs and corrections for printing 
like this can be made in a matter of days or even hours instead of weeks. 
And produced by either letterpress or offset as fast as presses run. 
There are eight Esopus Tints to choose from: Peach, Canary, Blue, 
Pink, Green, India, Goldenrod, and Ivory. Sold by Cantine merchants 
everywhere. Samples and production information free on request. 
Specialists in Coated Papers Since 1888. 

THE MARTIN CANTINE COMPANY, SAUGERTIES, N. Y. 
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Photography 
Can Make Catalog Sales 


Catalog illustrations are almost always photographic to- 
day, but if it isn’t good photography, it won't sell the mer- 
chandise. Here are some common errors to avoid. 


By Harold Segard 


Lines of merchandise are often 
similar. Copy is almost identical. 
And yet, when a merchant looks 
through a wholesaler’s catalog, he 
decides on one manufacturer’s line 
instead of another. Why? The an- 
swer often lies in the illustration — 
the manufacturer’s secret weapon 
with which he beats competition. 

That is why alert manufacturers 
make sure their merchandise is il- 
lustrated to best advantage. They 
know that the wholesaler’s catalog 
is a mighty important sales tool. 
Mailed to thousands of dealers over 
a wide area, the wholesaler’s cata- 
log is their low-cost ambassador of 
goodwill. 

Indifferent manufacturers, on the 
other hand, do not put enough 
thought into their illustrations. 
Some try to save money and supply 
illustrations which are not sharp 


and clear. The poorer illustrations 
are often to blame for their lack of 
sales volume. 


> The wholesaler expects the manu- 
facturer either to furnish the illus- 
tration or to pay the cost of making 
it. Merchandise is not in short sup- 
ply and if one manufacturer does 
not realize the value of appearing in 
the catalog, another manufacturer 
will jump at the opportunity. The 
problem is not finding manufactur- 
ers willing to furnish illustrations 
but getting good illustrations of the 
right size at the right time. 


What is a good illustration? . . 
A good illustration does a good sell- 
ing job. It shows the merchandise 
inside and out. It tells the merchant 
at a glance how the merchandise 
looks, what it is for and how it is 
used. It may play up an exclusive 
construction feature to get the mer- 


chant to buy this product rather 
than another. Possibly the gift box 
or store display is shown in the 
background. And it shows all this 
clearly and distinctly with a mini- 
mum of wasted space. 

A good illustration starts with a 
good layout. A good layout cannot 
be made without keeping in mind 
the finished illustration, its size and 
method of reproduction. 

Make a rough sketch for the 
photographer or artist the size of 
the final illustration. This will help 
you to keep it simple and complete- 
ly fill the space, making the mer- 
chandise itself as large as possible. 

If you want to be prepared for a 
variety of opportunities, make 
three layouts: one square, one 
vertical and one horizontal. (All 
three can be printed on one 8x10 
photo.) If you want just one layout 
that can be used all three ways, 
position the most important ele- 
ment of the picture so that one or 
both sides can be cropped for a 
vertical arrangement without too 
much loss and so that top and/or 
bottom can be cropped for a hori- 
zontal illustration. 

Unless you are positive of the 
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UPI Reporter- 
Photographer Teams 
in 10 Foreign 
Countries 

and the U.S. 
Interview 

22 Designers... 
Deliver 
Matched - Quality 
Photographs! 


Bumpei Mizutani — JAPAN Sigfrido Pineda — MEXICO 
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Tapio Wirkkala — FINLAND, dramatically portrayed in this UPI photo- 
graph, was one of the top award winners in the International Silver 
mpany’s world-wide design competition. He was born in 1915 in 
Hanko, attended Industrial Art Institute at Helsinki, and is now Chief 
Designer for A. Ahlstrom Oy. In 1951 he was awarded the Lunning 
Prize for pre-eminence among Scandinavian designers. He names 
“nature” as the greatest designer and believes each country should 
cherish its individual traditions for inspiration and strength in design 


FIELD PHOTO and USER REPORTS * PRODUCT APPLICATION PHOTO- 
GRAPHS « PUBLICITY and EDITORIAL PHOTOGRAPHS + PRODUCT 
PHOTOGRAPHS «+ COLOR PHOTOGRAPHS « STOCK PHOTOGRAPHS 
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How UPI’s 
COMMERCIAL PHOTOGRAPHY 


DIVISION proved its mettle doing a 
tough job for INTERNATIONAL SILVER 


Harry F. Klemfuss, Jr. of the YOUNG & RUBICAM Advertising Agency’s Public Relations Depart- 
ment reports: ““We knew this was one of the most difficult assignments ever handed a photo service .. . 
acquiring biographical sketches and informal photographic portraits of the 22 award-winning designers 
in the International Silver Company’s world-wide design competition. The difficulty was largely geograph- 
oe involving getting photos of and first-hand reports from silver designers in 10 countries in Europe and 
sia. 

“A remarkable aspect of the job done by UPI’s Commercial Photography Division was the uniformly 
high quality of the photos — as if taken by one photographer. The thought of what it might have cost to 
send a single photographer to 10 countries makes us doubly glad your excellent service is available. Many 
thanks for a fine performance.” 

The Commercial Photography Division of UPI, with its reporter-photographer teams located in principal 
cities throughout the world, offers an organized service that can handle assignments quickly and efficiently 
... giving high quality at relatively low cost. Try UPI once and you'll rely on UPI always! 


Below, Left INFORMAL CAMERA PORTRAITS and BIOGRAPHIES by UPI 


Franck Ligteliin — HOLLAND of award winners in International Silver Company’s world-wide design competi- 
Below, Right tion were used in exhibit at New York Museum of Contemporary Crafts. peg od 


; : is now touring U'S. art centers under auspices of National Collection of Fine 
Leslie Durbin — ENGLAND Arts, Smithsonian Institution. 
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Philadelphia, Pittsburgh, San Francisco 


IN EUROPE: 
London, England 


\Ab PHo 


(uP) UNITED PRESS INTERNATIONAL 


| 2 COMMERCIAL PHOTOGRAPHY DIVISION 
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SAVE TIME AND MONEY. 


Do-it-yourself — it’s a cinch! No scissors; 
No blades ever used. Transfer sharp 
opaque letters directly on your art work 
— in color! 


NOW ... purchase only what you need— 
as little as an economical TWIN HALF 
of the world’s finest quality DRY TRANS- 
FER sheet... another PRESTYPE® first! 


available at fe Cnigpeal 
leading Art Material Dealer 
‘ or write for Literature AB’ 


and Free sample to 
736 W. 21 St., 
PRESTYPE, INC. how Yore ink Y. 


4 


OVER 350 ALPHABETS (IN COLOR) 


9 KINDS 
OF SLIDES? 


We make them all 
— including Vugraphs. 


For full story—Send for free glossary 


RIK SHAW ASSOCIATES, LTD. 


181 PHOTOGRAPHIC PRODUCTION SERVICES 
250 WEST 57th STREET, NEW YORK 19, N. Y. 
PLAZA 7-3988 


200 CARTOON 
Top flight cartoons for your 12° 


ads house organs, etc 
FREE 10 DAYS TRIAL 


Printed on Kromekote. 
BERNHARDT CARTOONS 
733 A St., Hayward, Calif 


23,000 HIGH SCHOOLS 
Names and addresses on addressograph 
plates 
Available for addressing 
your direct-mail promotions. 
complete details, 
phone... 
SPECIAL CORRESPONDENTS, INC. 
230 East Ohio Street Chicago 11, Illinois 
DElaware 7-1065 


write, wire or 
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Revise to Fit . 


. . The original electro, left, didn’t make maximum use of the space, 


had the wrong screen, and had been flopped accidentally so the labels didn’t read. The 
cut finally used, right, is from the same photo, but with a little retouching, the addi- 
tion of a logo, and one mold moved in to fill the space more effectively. 


final page layout, face the merchan- 
dise slightly to the right. This al- 
lows placement of cut to the left of 
copy for left-to-right reading. 


> Lay out a series of merchandise 
in the same style so that it looks 
like a series. In making a group il- 
lustration, if practical, start with the 
lowest priced item at the top left, 
working to the highest priced item 
at bottom right. If all the same 
price, show in numerical order, low- 
est stock number first. (Caution: 
you get too much distortion at the 
sides when you take a large group 
of merchandise in a single shot to 
save money. Several shots spliced 
together work better for a clearer 
showing in the catalog.) 

Shoot all merchandise in propor- 
tion that is likely to be grouped 
together so that a group illustration 
can be made from individual shots 
when desired. 

A simple photograph often makes 
a better illustration than an elabo- 
rate one. Shadows are often con- 
fusing on a small illustration even 
though they look artistic on the 
photograph. Remember, the whole- 
saler is selling merchandise, not art 
or atmosphere. The merchant wants 
to see how the merchandise will 
look in his store — not how it looks 
obscured by packaging or props. 
Beautiful, expensive atmosphere 
shots are virtually useless for small 
catalog illustrations. On the other 
hand, a little atmosphere may tell 
the sales story very quickly. 


> Good photographers are not easy 
to find. Once you find one who is 
satisfactory, stick to him. He gets to 
know your merchandise and your 
requirements; he may even buy 
special equipment to do a better 
job for you. Your steady business 
makes him willing to lose money 
on an individual shot occasionally, 
taking it over several times. Too 
often a cut-rate photographer does 
not turn out first rate material but 
a dependable photographer does 
not have to be high priced. 


Most manufacturers furnish 8x10” 
glossy photos. While there is noth- 
ing wrong with an 8x10” (unless it 
is to be made part of a group illus- 
tration), a 5x7” photo works just as 
well and often better because of the 
reduction ratio. Or three or four 
separate shots can be placed on 
each 8x10” print. 

Even though some wholesalers 
retouch nearly every photo used in 
order to fit illustrations to layout 
and increase uniform appearance, 
others do no retouching, making it 
best for the manufacturer to have 
at least some retouching done. 
Strengthen the edges of the mer- 
chandise, bring out contrasts, elim- 
inate or soften shadows, and make 
the merchandise “pop out.” 

Include on the glossy any logo or 
other item you would like to have 
appear on the final illustration. Be 
sure that this material is large 
enough to be seen in the final re- 
duction. A merchant likes to know 
an item is advertised in Life or 
carries the “Commended by Parents’ 
Magazine” emblem. However, too 
often this type of material has to 
be painted out of the photograph 
because it would reduce to unread- 
able size. 


> Some manufacturers feel it is 
cheaper to furnish screened prints 
for offset catalogs or electros for 
letterpress catalogs than to pay the 
production cost in each case. This 
does not lead to the best layout. 
Nor does it allow for a larger illus- 
tration when a wholesaler wants to 
feature a particular item, or a 





Use All Your Space . . . Improper sizing 
has resulted in this being an almost use- 
less illustration. Why print type too small 
to be read? 





smaller illustration when the page is 
too tight. The variety of screens New Low Prices for 


used and sizes needed makes it 
difficult to take care of all accounts E KTA Cc Oo i. Oo R P R f N + gS 
without a costly (and often wasted) 
inventory. It leads to more corre- 
spondence, collect long distance 
calls, wasted postage and often 
wasted electros. 


Cs ew sais ei a ene ee 1 $ 3.000 ea. $ 4.00 e0. $ 7.50 ea. $12.50 ea. $25.00 ea. 
large volume of this type of busi- 6 1.00 ea. 1.50 ea. 2.50 ea. 6.00 ea. 20.00 ea. 
ness, electros and screened prints 
can be a lot cheaper if carefully ad- | 12 90 ea. 1.00 ea. 1.85 ea. 5.50 ea. 15.00 ea. 
ministered. If you decide this is 25 75e0. .90e0. 1.65e0. 4.50ea. 10,00 ec. 
true, go into the problem very care- 
fully. First determine the method of 50 70 ea. 75 ea. 1.50 ea. 4.00 ea. 7.00 ea. 
printing used by ov customers 100 or more .55 ea. 70 ea. 1.35 ea. 3.25 ea. 6.00 ea. 
and the normal size of illustrations 
used for your type of merchandise. : 
Consider the relative size and unit Because of the rocketing trade-acceptance of Ektacolor 


price of your merchandise in rela- prints, Quantity Photo has expanded its color facilities . . 
tion to other merchandise in the 


4x5 or 
Quantity Smaller 5x7 8x10 11x 14 16 x 20 


cane drastically reducing production costs. These cost savings, as 
, much as 20% for s sizes, ¢ i i 
halle Soliestaiic. hai eee : % o1 some sizes, are being passed on to you in 
diet ace; aieitn:. tx: teins ei the new price lists : Ektacolor color prints are the 
place the crop marks as closely as most versatile weapon in the sales promotion arsenal. If 
possible to the merchandise so that you aren’t familiar with them, write today for your free 
sample of a full color Ektacolor print. 


you will be showing it and not 
background. (The exception to this 
rule: if you are leaving the back- 
ground in to make uniform size 
cuts of various size merchandise in 


119 WEST HUBBARD ST. /CHICAGO 10, ILL. 
proportion to each other.) 
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> By placing a tracing tissue flap 
over the photo, it is easier to visual- 
ize the size of the finished illustra- 
tion by drawing a diagonal line 
from the corners of the cropping 
frame and measuring the size one 
direction to determine the size the that provides ALL OF THE TOOLS for effective 
other direction. Be realistic in é layouts from idea to completed paste up. 
marking this size — what can you : es ae $ O@ 10 cover mailing 
hope to accomplish with a cut 7 & =~ === cost brings you 
larger than will be used? =| am (a © ieee nea 
The size of the illustration is . $3 ' strings attached — our way of saying “try it 
dependent somewhat on the grade . ‘ : J : 4 and benefit’’. No obligation. No salesman. 
of paper used — the coarser the | § > @f re i Lis teslted so Scien pineinane ane ameinad 
screen, the larger the illustration. 


: 7 5 a free issue in the last six months. 
The merchandise pops out better , Attach one dollar to letterhead and mail today to 


if an outline instead of a square Tithe AD aT ee ra marys PVE mela * PEORIA, mts 


halftone is made. However, this is 
not always worth the extra cost un- 
less a large quantity is to be made. 
«cae see ee, The conscientious photoengraver will check all of his 

and some types of merchandise, originals under a special microscope of high power. This 
but cheapen the appearance of instrument gives an exact depth reading in microns or 
your merchandise when used in thousandths. Dot structure, bottom condition and presence 
cases where a halftone would do a or absence of shoulders are dramatically revealed. 

better job. Remember that your 
merchandise appears beside your The publisher's press plate can never be better than its 
competitor’s in a wholesaler’s cata- | original counterpart. Quality in the edition run can be 
log and you want yours to look | greatly enhanced by perseverance and vigilance at 
better. CONVERSATION the engraving level. 


PIECES 

> No photo, cut or screened print | tay) 

should be sent without your com- | : a a 

pany name and stock number on | PRODUCTION ae vi 
each piece. Your item is just one of PEOPLE (53 N. Ravenswood Avenue, Chicago 13 

thousands and the advertising de- 


partment may have never had an 





Expert pre-correction in correlation with powderless etching of copper originals 
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Remember the Viewer , The top 
photo, which came from the manufac- 
turer, doesn’t tell much about the mer- 
chandise. Shooting the set at a slight 
angle, as below, with a cigaret for scale 
and atmosphere, is much more effective 


opportunity to see the merchandise. 

Photos and screened prints which 
arrive folded or scratched are al- 
most useless. Stiff chipboard or cor- 
rugated cardboard large enough to 
prevent shifting in the envelope is 
needed for mailing. (File folders are 
not stiff enough.) 

Electros should be protected by 
taping cardboard over the metal 
side. Then toss them into a cloth 
mailing bag or a Jiffy bag for a safe, 
light-weight shipment. (Use a box 
for four or more.) Excessive pack- 
ing can make it costly to send cuts 
first class or air parcel post. 

Requests for illustrative material 
should be filled the same day as 


Goodkin Same-Size 
Camera Introduced 


A new same-size camera, said to 
combine versatility, economy and 
compactness with the ability to 
handle approximately 80% of the 
photographic needs of printers, let- 
tershops and office reproduction 
centers, has been announced by the 
M. P. Goodkin Co., 112 Arlington 
St., Newark 2, N.J. 

The SS Custom Camera, as it is 
called, can be used for the produc- 
tion of regular line and halftone 
negatives, Ektalith and Gevacopy 
projection-type transfer material, 
Gevacopy Contact Paper Negatives 
and regular photo-copies in a 1 to 
1 ratio up to 84x13” legal size, the 
company literature states. 

In addition, by making an ex- 
posure on Gevacopy transfer mate- 
rial, transferring the surface image 
to clear acetate transfer film and 
running this film through an Ozalid 
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received. If you do not have what’s 
wanted in stock, send a note telling 
what you are going to send and 
when you will send it. If it is to be 
an electro, send proof, if possible. 
On a screened print or electro with- 
out a proof, give exact size both 
directions so that layout can be 
made and type can be set while 
waiting. 

Photos and proofs should be 
sent first class or airmail. Cuts can 
follow by parcel post if there is 10 
days to spare before press time. 
Since many wholesalers pick up 
their mail from the post office, it 
arrives as quickly, or quicker, 
regular mail instead of special de- 
livery. 

No wholesaler can afford to hold 
up a 32-page form to wait the ar- 
rival of your illustration. Have 
them on hand in advance of the re- 
quest, mail promptly in the form 
requested and follow up to see how 
you can improve the following year. 
If you don’t have a photograph 
made and want the wholesaler to 
have one made for you, be sure he 
has a sample or two available for 
this purpose. (It’s surprising how 
many times we are told to make a 
photograph without the merchan- 
dise!) 


> You, too, can have a good show- 
ing in wholesaler catalogs by fol- 
lowing the suggestions in this arti- 
cle. Supply better illustrations, 
making sure they are sized and 
screened correctly, and, all other 
things being equal, you will have 
better sales than your competitors. 

44 


machine, Ozalid color transparen- 
cies, for use for visual presentation 
overlays and direct projection color 
work, can be obtained. 

The camera is priced to sell, with- 
out stand and accessories, for $497, 
with them, $557. 44 


Yankee Clipper Artwork 
Shown in Sample Sheet 


Sample line drawings from Vol- 
ume III of the Yankee Clipper are 
contained in a get-acquainted sheet 
from American Marketing Services, 
Boston. 

Volume III is a 60-page portfolio 
of line art reproduced in three sizes. 
The portfolio contains 609 drawings 
for reproduction. Price is $20. 

The sample sales sheet contains 7 
line drawings in the middle of the 
sizes as appearing in the Yankee 
Clipper. 

- for more details circle 216, page 117 


New Film Provides 
Controlled Shrinking 


Information on “controlled shrink 
packaging” with an irradiated, ori- 
entated polyethylene film is avail- 
able in a brochure from the Cryovac 
Div., W.R. Grace & Co., Cambridge, 
Mass. 

The brochure describes 12 basic 
shrink packaging techniques taking 
advantage of the high shrink energy 
of the new Cryovac L Films. Among 
the advantages shown for the new 
material, in addition to heat shrink- 
ing, are its sealing properties by 
heat and pressure and its applica- 
tion in fabricating display packages 
by securing the film to paperboard 
by adhesives or fastenings. 

In a discussion of techniques, the 
brochure shows Cryovac applica- 
tions in packaging, ranging from 
simple overwraps for tubular objects 
to transparent merchandisers. In 
the merchandisers, small objects are 
enveloped in the crystal-clear film 
and the film is then shrunk onto 
paperboard, plastic or metal rings. 

- for more details circle 217, page 117 


' ag 
All thermometers ‘ook alike not af! are accurate. A thermometer can lose 
accuracy with age due to unseen changes in the glass. But B-D thermometers 
are “seasoned” by a special process which assures retained 


Aah your pharmacist fer the economical FAMILY TWIN-PAK — 2 6-D thermome 
ters at @ special money-saving price and ash for FREE new informative booklet, 
“FACTS ABOUT FEVER" (or write B-O, Dept. P). 


FEVER THERMOMETERS 


reduc! tesa ubber gloves made wth the traditions! quehty 
“BO surgeons gio es BECTON GICKINSON AND COMPANY RUTHERFORD. NOW JERSEY 


Not All The Same . . . Thermometers 
vary, is theme of the first consumer ad- 
vertising of Becton, Dickinson and Co., 
Rutherford, N. J., for its B-D fever 
thermometers. Two-color ads are ap- 
pearing in issues of ‘Ladies Home Jour- 
nal,’ “‘Good Housekeeping,’’ and ‘’Par- 
ents’’ magazines. 





Use of sequence cameras in ad- 
vertising photography has _pro- 
duced new freedoms for advertising 
photographers and models, the de- 
veloper of the camera, Constantin 
Joffe, Studio Associates, New York, 
pointed out in recent demonstra- 
tions. 

The techniques free the man be- 
hind the lens from moment-to-mo- 
ment “shutter-anxiety” and enable 
him to assume what Mr. Joffee says 
is “his proper role of a director.” 


Strong Adhesive to be 
Sold by Tri-Tix Inc. 


The Port Washington, Wis., glue 
manufacturing firm of Tri-Tix Inc. 
has announced the marketing of 
“99” cement, an adhesive that, the 
company says, forms a permanent 
bond of superior strength with one 
coat and dries flat. 

The product is recommended for 
glueing paper, cloth, leather, felt, 
ribbon and other fabrics and is said 
not to soak through any material. It 
is guaranteed and insured not to 
stain paper, photos, blueprints or 
any material. 

Suggested users include drafting 
rooms, art studios, stores, offices, 
shops, homes, school and libraries. 

It is sold in 2, 4 and 8 oz. glass 
bottles with a brush in the cap, and 
in pint, quart and gallon tins. 44 


Shorthand Notebook 
Model For Publication 


When the du Pont Co.’s Dyes and 
Chemicals Division of the Organic 
Chemicals Dept. wanted to show 
graphic designers, printers and the 
paper industry and trade, how white 
paper can be used with colored pa- 
pers for dramatic contrast and 
effect, it used a unique format for 
its publication Design and Colored 
Paper. 

The format used was the typical 
shorthand notebook used for dicta- 
tion by secretaries and stenogra- 
phers, even to the spiral bindings. 

Text in the publication pointed 
out that for purposes of design, 


He says that the model, regardless 
of sex, age or experience, does not 
reach the state of self-conscious 
or over-posing, if the photographer 
can “stay with” the subject in con- 
tinuing rapport. 

To support his statements, Mr. 
Joffe produced pictures taken of a 
model in a shower-bath picture in 
which he was able to capiure with 
great speed the various split-second 
nuances of expression in a moving 


model. 


white was considered a color and 
that it and other colors in paper 
“make a substantial contribution 
to the page by modifying, strength- 
ing, and, if you will, coloring the 
printed message.” 

At another point the text stresses 
that white comes in varying tones 
and the specifier should be aware 
of the subtle differences in the 
amount of “pink, blue and yellow 
available in ‘white’”. Pages repro- 
duced in the publication include a 
typical sheet from a_ shorthand 
notebook, a diecut page, a repro- 
duction of a telephone  book’s 
yellow pages, and an oversized re- 
production of the stamp on a pack- 
age of cigarets. 44 


Process Converts Photos 
Into Line Art, Says RCS 


Line-tone, a process that converts 
photos into line art, has been an- 
nounced by RCS Studios, division 
of Rapid Copy Service Inc., Chicago. 

In a folder prepared on the proc- 
ess, RCS says the process can be 
used to convert to line art, “any or 
all photos, wash drawings, or other 
original material.” 

It has applications in newspaper 
illustrations, both advertising and 
editorial, ad mats, catalogs and lit- 
erature intended to emphasize grain 
or texture, point-of-sale, counter 
displays and floor signs. 

The cost for processing one 8x10” 
glossy print is $32. 

Copies of the Line-tone folder 
are available. 

- for more details circle 218, page 117 





GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 


fn e busi- 


ness. 

We believe 
this because 
our 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 
Our service unexcelled. 
Try us the next time you need 
quantity photos. 


PRICE LIST 
8x10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.65 
per anguiiee.. Samples, other sizes, 
prices on request. 

MAJOR PHOTO Co. 
Commercial Photographers 
116-118 W. Ohic St. * Chicago 10, Iilinels 
Dept. F-2 @ _ Telephone: Michigan 2-5651 


| Fm KOR SAWS REGISTER TAPE 

| The register mark on a roll of self- 

| adhering cellophane tape... used 

| by most artists, designers, engrav- 

| ers, photographers and printers... 

| now in 2 sizes — $1.00 and $3.00 
at your favorite dealer. 


bienfang 


products corp. 
metuchen, n. j. 
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Esa. 


The guard rail held because it’s steel 


2 ate! pee 


When thus heavy wenghe 
cprewesy near Boston 


shighway below Thanks 


Galvanized Rail Cuts Maintenance 


COMPANY. SETIGARES Pa 
ee 


BETHLEHEM STEEL 


Sometimes Jt Takes Luck 


On the 9th of November, 1959, a 


A little bit of luck, 


an alert photographer and 
a wide-awake reader 


add up to a great 
advertising photograph. 
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“big rig” bowled steadily along 
Boston’s Southeast Expressway. In 
a car immediately behind was 
Abraham E. Maloof, Associated 
Press cameraman. 

As the two vehicles neared Ne- 
ponset Circle, Mr. Maloof was as- 
tonished to see the trailer and trac- 
tor part company, the trailer veer- 
ing off the road into the guard rail, 
the tractor continuing on down the 
highway. 

Mr. Maloof’s reaction was pro- 
fessional. He hopped from the car, 
camera in hand, and snapped a pic- 
ture of the careened trailer resting 
precariously against the rail al- 


most before the tractor driver knew 
he’d lost his load. 

The Associated Press sent the pic- 
ture out over its wires. A Bethle- 
hem Steel Co. adman saw it 
and recognized that it would make 
the subject of a splendid advertise- 
ment — steel guard rail (which the 
company makes) holding the trailer 
from toppling down a steep em- 
bankment onto a highway below. 
The picture was purchased from the 
AP and incorporated into an ad- 
vertisement, which was inserted in- 
to many of the country’s leading 
magazines where it attracted much 
favorable attention and possibly 
even a new customer or two. 44 





A motion picture is a complicated medium, involving a large 


amount of money and great investments of time and effort. 


To get the greatest value from your expenditure, be sure 


Why pre-plan a motion picture? 

To some, this takes all of the fun 
out of the business. The assignment 
is much simpler if you have a good 
idea of what the picture is supposed 
to be about, and just pick up your 
camera and equipment, go out and 
shoot the individual scenes. Then, 
later, when you get the processed 
film all togther in the editing room, 
you can start putting your ideas 
together. 

Well let’s first admit that 
some pictures have been made in 
this manner. And, let’s also admit 
that some very successful pictures 
have been made without preplan- 
ning. But they are rather notable 
in that they are exceptions. Or, in 
some cases, a good picture might 
have been better with a little more 
preplanning. 


> Why plan? 

Getting together at the outset in 
a planning session accomplishes a 
number of things. 

One, the people who are involved 
from both the sponsoring side and 
the production side are able to reach 
what the lawyers call “a meeting 
of the minds.” If seven people are 
involved in the preliminary plan- 
ning session there might well be 
seven different ideas about what the 
picture should be, what it should 
do and so on, but the very act of 
talking it out, of planning the film, 
serves to bring together these vari- 
ous and varied ideas and eventually 


This article is adapted, with permission. 
from “The Aperture,” a publication of the 
Calvin Co., Kansas City, Mo. 


to plan ahead. 


arrive at a common understanding. 

Second, planning a picture makes 
life easier for the producer, and the 
production process more intelligible 
to the sponsor. Off-the-cuff shooting 
may seem to be the easy way to 
take a motion picture but it’s actu- 
ally the hardest. The properly 
planned picture begins to show re- 
sults in the efficient scheduling of 
the shooting, the fitting together of 
the scenes which have been planned 
to fit together, and so on. Producing 
a planned motion picture is still 
hard work, but it’s not as hard as 
trying to put together the unplanned 
picture. 

Third (and most important) the 
planning of a motion picture should 
result in a better screen product. It 
seems a little ridiculous to have to 
argue this point, because producing 
a motion picture is the same as 
building a house, manufacturing a 
product, writing a speech, or any 
other activity which calls for some 
creative ability. It’s pretty easy to 
tell apart the planned house and the 
house that just got built. We’ve all 
heard the story of the after-dinner 
speaker who was ready to make a 
one hour talk right now, but could 
deliver a worthwhile five minute 
talk if given a couple of weeks to 
prepare. The same with motion 
pictures — planning pays off in a 
better product. 


> We might separate the planning of 
a motion picture into three parts 
— Primary Planning, Preproduc- 
tion Planning and Production Plan- 
ning. 


Primary Planning is the process 
of thinking through the film that 
has been suggested. A number of 
questions should be asked and 
answered at this stage. 


e Is the assignment a motion pic- 
ture? Or, to tackle this question 
from another angle, will a motion 
picture do the best job? If the as- 
signed subject matter is essentially 
static and there’s no particular rea- 
son for photographing it on motion 
picture stock, it might better be a 
filmstrip. Or a set of slides. The 
president’s talk, after examining the 
pros and cons, might better be 
presented by the president in per- 
son. At any rate, not everything that 
can be photographed should be a 
motion picture! 


e Is the assignment well defined? 
We carry in our minds a lot of 
vague ideas and fool ourselves that 
we have thought them through — 
until we get down to defining the 
purpose of the film, the audience 
it’s intended for, the results that are 
desired, the efficiency of its use, and 
so on. 


e What is the subject matter 
availability? This is a pertinent 
question. If original scenes of sum- 
mer crops are required, and the 
growing season is passed, you either 
wait for another season, find a 
substitute method, or give up the 
job. Or if the subject matter is 
simply not available as live photog- 
raphy, but must be created in art- 
work or animation, this is a factor 
which should come up and be dis- 
cussed at the outset. 
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@ What are the cost factors? And 
is the particular picture worth the 
cost? The pricing of a motion pic- 
ture is always a good subject for 
conversation — but this conversa- 
tion has to be tied down to an ap- 
proximate figure before a decision 
can be made. First, let’s find out 
what the cost would be, then iei’s 
decide whether the project justified 
the price. And if it does net, Jet’s 
find out if there’s an acceptable 
substitute picture plan available at 
a lower cost. 


e Then — most important! — let’s 
determine the identity of The Final 
Authority. At the outset, let’s find 
out who makes the final decisions. 
Certainly, many people are involved 
in the production of a film, in 
addition to the big man who makes 
the final decisions, and they may 
all serve a definite purpose. How- 
ever, an enormous amount of time 
can be wasted getting decisions on 
important points from the wrong 
people. Motion picture production is 
not cheap, under any circumstances, 
and there’s no point in wasting 
money on time delays and changes 
when the only reason for them is 
failure to get to the final authority 
for the decision. 


Preproduction Planning starts 


after the decision has been made to 
produce a film for a specific pur- 


pose, specific audience, and so on. 
Obviously, the first step in our pre- 
production planning is the develop- 
ment of the script. 

There are various mechanics in- 
volved in script writing but very 
few rules. It’s helpful to know that 
most scripts have the scene de- 
scriptions on the left, the narration 
on the right — with the lines 
double-spaced and paragraphs (pref- 
erably) not broken between pages. 
These are the mechanics. 

The creative ability in script 
writing is difficult, if not impossible 
to define — and it’s certainly the 
subject of a lot of argument. In the 
non-theatrical field, we avoid art 
for art’s sake but we certainly do 
expect a high degree of craftman- 
ship. Anybody can push a pencil or 
bang a typewriter, but not every- 
body can do a top-flight job of 
script writing. However, we can all 
learn to improve our products by 
trial and error, and there is a 
method of preparing script by stages 
that should keep a writer from 
getting too far out on a limb. 

In our operation, we follow no 
set rule, but we normally will 
present our customer with a one 
or two page treatment outline. The 
first paragraph will state that the 
film is to be, say, in color, 25 
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minutes in length, to train em- 
ployes to operate one type of ma- 
chine, and that it will be shown 
only to customer’s employes in paid- 
time training classes. 

The second paragraph will describe 
the writer’s ideas on how the firm 
should open. The third and longest 
paragraph will rough out the main 
body of the film. The fourth and 
final paragraph will explain how the 
film will close. 

Then, once we have an approval 
on the treatment outline, we may 
develop a more complete break- 
down of the picture material to be 
included, by paragraphs, or in a 
roughed-out script. When this inter- 
mediate stage has been corrected 
and approved, we work on the 
shooting script, the complete listing 
of scenes and commentary as the 
writer sees the film. When approved, 
this becomes the guide for photog- 
raphy. 


> Different producers use different 
methods in preparing and presenting 
their scripts. The main reason for 
working through a series of stages 
such as above is to avoid going too 
far with an idea before the cus- 
tomer has had the opportunity to 
approve the thinking to date. 
When the shooting script has been 
approved, we get ready for produc- 
tion by analyzing the script and 
breaking it down into related 
scenes and locations, for more 
efficient photographic operation. 
On the basis of this break-down, 
the producer or project supervisor 
can work out a shooting schedule by 
location and date. In order to do this 
he must also determine the avail- 
ability of the subject material, so 
that he does not move his crew to a 
factory location hundreds of miles 
away, only then to find that the 
entire building has to be repainted 
before any scenes are shot. There 
may be some of this sort of trouble 
in spite of the best planning, but 
planning keeps it to a minimum. 


“mee Lon 6 


E. J. sure believes in visual aids! 


We enter our third stage, Produc- 
tion Planning, when we have com- 
pleted advance arrangements and 
the crew is ready to go to work. We 
now take into consideration the 
fact that time is our most valuable 
commodity, and that smooth, ef- 
ficient operation not only saves 
time but normally results in a better 
product. So we try to work with all 
reasonable speed. 

The script and shooting schedule 
become our guides. The producer 
or director briefs the crew with all 
the information that is necessary to 
them, for their particular functions. 
In most cases, there’s no point in 
trying to explain to every member 
in the crew what the entire picture 
is all about, but better to restrict the 
information to what each crew 
member needs to do his particular 
job. 

At the outset the producer makes 
sure that all the time-delay proj- 
ects get under way — that titles 
are laid out for the art department, 
that the sets are planned and ap- 
proved for construction, that ani- 
mation scenes are fully outlined and 
approved, than any repair or re- 
painting that must be done gets 
done. 

On location jobs, the director 
works ahead of his crew. That is, he 
tells his cameraman what he wants 
in a particular scene — then, as the 
crew is setting up for that scene, the 
director looks ahead to his next 
scene location, to make up 
his own mind. When he does this, 
he'll be ready to give the crew 
specific instructions on the next 
scene as soon as the present one is 
shot. 

On the set, the director similarly 
looks ahead to avoid unnecessary 
duplication of lighting set-ups. He 
groups similar scenes, to be shot out 
of sequence. The director also has 
alternatives in mind, to avoid the 
responsibility of having a crew 
standing around just because a 
particular location is not ready or 
available for them. He moves the 
crew to the next, or alternative 
set-up. 

And, as every producer knows out 
of his own sad experience, there is 
one basic rule in location: Get the 
exteriors first. Most of us have been 
fooled into going ahead with our 
interior work, because we wanted to 
wind it up before we moved out- 
side — only to find that the weather 
had changed when we finally were 
ready for the exteriors. 


> When a man starts out in the film 
production business, the planning of 
a motion picture may be somewhat 
laborious. He has to borrow from 





other people’s experience and think 
through everything he does, step 
by step. Then as he adds up his 
own experience, many of the 
planning factors become a matter of 
second nature, and the work be- 
comes easier. 

But, beginning producer or old 
hand, the planning of a motion pic- 
ture on a common-sense basis is the 
most efficient labor-saving, cost-re- 
ducing, quality-guaranteeing fac- 
tor available to him. 44 


MP-TV Service Publishes 
Catalog of Sound Effects 


A new 56-page catalog describing 
over 1,500 sound effects available 
from MP-TV Services Inc., Holly- 
wood, Cal., has been published by 
that company. 

Included are newest sounds of 
aircraft, animals, autos, crowds, 
household, industrial, marine, mu- 
sic, train, war and guns, weather, 
and documentary. 

Copies of the catalog are avail- 
able. 


- for more details circle 206, page 117 


Remote-Tape Developed 
For Wireless Dictation 


Wireless dictation and recording 
is possible according to a process 
announced by American Geloso 
Electronics Inc., 251 Park Av. &., 
New York, American distributor of 
electronic equipment for Societa Per 
Asioni Geloso of Italy. 

The device used is known as 
Remote-Tape. It allows users to 
range a wide distance from the 
actual recording machine while 
carrying nothing more than a com- 
pact pocket-size unit which contains 
both the microphone and the trans- 
mitter. 

According to the company, every 
message spoken into the dictating 
unit is automatically recorded by a 
Geloso machine which can be lo- 
cated a half mile or more away. 

The complete unit consists of a 
wireless microphone, a_receiver- 
control unit, an actuator, which 
starts and stops the recording unit, 
and the standard Geloso Stenotape 
recording/transcribing unit. 

Two design features stressed by 
the company are (1) the recording 
unit operates only when messages 
are actually being dictated and (2) 
that it is impossible for any other 
transmitter to activate the record- 
ing machine according to a company 
spokesman. 

Uses are predicted for business, 





WORLD'S ‘FIRST AND 
ONLY ELECTRONICALLY- 
SEALED VINYL BINDER 

WITH A SMOOTH TURNED 

EDGE + MAKES TEAR- 


SEAL.EDGES OBSOLETE. 


City and State 
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The Peterson Case is exclusively sold by our franchised distributors 
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BINDERS 


. « we'll give you this 
invaluable 


|VPD SALES BINDER | 
| REFERENCE BOOK | 


Te TEER 


Describes, illustrates and gives prices of over 
45 different styles (in many sizes and colors) 1 
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CUT BINDER costs | 
DRASTICALLY — ready- 

WRITE NOW FOR YOUR 
FREE COPY OF THE AR-20 
VPD BINDER REFERENCE BOOK 


made VPD BINDERS are 
far less expensive than 
custom-made jobs. 
DEVELOP PRESENTA- 
TIONS FASTER, MORE | 
EASILY — you can select 
a style and size (7 x 5 
up to 24 x 18) from over 
400 different “‘in stock” 
VPD binders immediate- 
ly and tailor presenta- 
tion material to it. 


ELIMINATE WORK, 
HEADACHES — no 
nuisance of ‘‘working 
out” a binder, no time 
wasted explaining spec- 
ifications, approving 
samples. Just look thru 
VPD REFERENCE BOOK 
and select. 


MEET DEADLINES 
EASILY —all VPD BIND- 
ERS are ready for im- 
mediate delivery from 
your stationer. 


I to: JOSHUA MEIER COMPANY, inc. | 


601 West 26th Street, New York 1, N. Y. 


manufacturers of sales binders since 1933 
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the professions, government and 
others. The company points out 
that the ability to dictate informa- 
tion without the necessity of carry- 
ing heavy, awkward, or expensive 


equipment makes the Remote-Tape | 


valuable in such applications as in- 
ventory taking, inspection reporting, 
sales training, insurance reporting 
and law enforcement. 

In field tests, prior to its introduc- 
tion, there were requests received 
by the company for a similar unit 
which will offer the start-stop fea- 
ture for applications where remote 
transmissions are not required. 
These are for such applications as 
police radio, telephone recordings 
of meetings, interviews and discus- 
sion. For this reason, the company 
is introducing a companion unit 
which will offer the start-stop dic- 
tating feature from a direct source 
of sound. 

The Remote-Tape system, com- 
plete with wireless microphone, re- 
ceiver-control unit, and actuator is 
priced at $995. The unit designed 
for direct sound operation, consist- 
ing of control unit and actuator, is 
priced at $295. 44 


Radio, TV Spot Ads 
Subject of Booklets 


Two new booklets, “Suggestions 
for the Advancement of National 
Spot Radio Advertising” and “Sug- 
gestions for the Advancement of 


National Spot Television Advertis- | 


ing,’ have 
American 
Agencies. 

The publications closely resemble 
similar statements for newspapers, 
business publications and magazine 
and farm publications issued pre- 
viously by the AAAA in that they 
are concerned with basic procedures 
and practices. 

Copies may be obtained from 
AAAA headquarters at 420 Lexing- 
ton Av., New York 17. 44 


the 
Advertising 


been issued by 
Assn. of 


Motion Picture Color 
Processing Described 


A booklet explaining color proc- 
essing at General Film Service, 
Hollywood, Cal., is now available 
from that company. 

The booklet features a chart dem- 
onstrating the various ways by 
which you may process color film 
to arrive at a print that best serves 
your requirements. An inside cover 
contains tips for editing film. 

Copies of the booklet are avail- 
able. 


. for more details circle 207, page 117 
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Imprinting Service 
Let us personalize your national adver- 
tising by imprinting it with the names, 
addresses, and trade marks of local dis- 
tributors. We handle tabloids, magazines 


catalogs, booklets and folders in runs 
of all sizes. 


SERSEN’S IMPRINTING wc. 


120 So. Sangamon St. 
CH 3-2050 Chicago 7, Ill. 
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SOUND EFFECTS 
Hi-Fi and Super 
sounds: Airplanes, DC8, Electra 
Prop-Jet, Boeing 707, Air Force F-104 
Starfighter, Regulus 1, Missile Launching, 
Carrier Sounds. Also Autos, Music, Trains, Household 
and Industry. More than 13 classifications; over 2000 
real-life sound effects. See your dealer or send for 
FREE 56-page catalog containing over 250 listings 


Newest 


Sounds created to your specifications 
or recorded for you anywhere in the 
free world. Write for Bulletin No. 1-61. 


MP-TV SERVICES, 
7000-L Santa Monica Bivd 


INC. 
, Hollywood 38, Calif 
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General Public Relations 


Bread From Stone . . . 16.5 min., color mo- 
tion picture, produced by Film Service, 
National Plant Food Institute, 1700 K St., 
NW., Washington 6, D.C. Free-loan basis. 

Pleasant enough, “Bread From 
Stone” suffers from an error of 
omission in the planning stage. Who 
or what group this film was made 
for was never clearly decided and 
the consequences of such indecision 
are seen all the way through. 

Like a nervous hostess who insists 
her guests keep mixing from group 
to group, the film rushes the viewer 
from India to the supermarket with 
frequent but hasty stops inbetween 
at charts showing the farmer’s profit 
loss in recent years and some real- 
ly interesting footage on chemical 
fertilizers. 

The film is, of course, a public 
relations piece for the farmer to 
use in presenting his side of the 
rising-food-cost story; and _ since 
the sponsor’s member companies 
make chemical fertilizer it is not too 
surprising the film makes reference 
to the product. 


The only danger in mixing up the 
viewpoint in a case like this is the 
attitude of the viewer after the film 
is over. Viewers try to get into the 
story’s mood and go along with it, 
generally. If the story keeps chang- 
ing, sometimes the viewer feels 
quite cross about it later and re- 
sents everything in the picture. It’s 
the age-old story known to the 
writer, don’t ever give your reader 
time to think separate thoughts for 
himself once you have him captive. 


Each month, AR editors review 
films and filmstrips of interest to 
advertising and sales promotion 
men, to help them look at the 
field more critically, to improve 
standards and understanding of 
the technique. Sponsors are in- 
vited to submit films for review. 


A little careful editing could still 
improve this film by not only solidi- 
fying the story line but also by cut- 
ting out some of the technically bad 
footage. 

As for us, we don’t see anything 
wrong in a really strong story for 
the farmer’s profits . . . nor any- 
thing dull at all about chemical 
fertilizer. We wish this film had 
done one or the other rather than 
a little of both. B.M. 


Sales Tool 


From the Buyer’s Point of View ... 17 
min., sound color filmstrip, produced by 
Muller, Jordan and Herrick, 554 Sth Av., 
New York 36, for Sweet's Catalog Serv- 
ice, 119 W. 40th St., New York 18; avail- 


able from Sweet's regional sales offices. 


This filmstrip is designed to show 
the advantages a company gains by 
having its catalog bound into one 
of the Sweet’s series. It is most 
effective in its early sequences, 
which use rapid sequences of stills, 
with isolated elements in each frame 
located in various parts of the 
screen. The effect of this is to intro- 
duce, very cleverly, a feeling of 
motion as the eye follows the point 
of interest around the screen. The 
total impression is one of activity 
and vigor. 

Unfortunately, this is somewhat 
weakened by the latter part of the 
strip, which introduces testimonials 
by business executives on the role 
of the catalog. The handling of this 





| Kept My Mouth Shut 
And Sold My First 
100,000 
Order... 


with 


PORTABLE VIEWLEX 


“SALESTALK” 
SOUND-FILMSTRIP_UNIT 


A COMPLETE BIG PICTURE, BIG SOUND 
SALES PRESENTATION 
IN A SALESMAN’S ATTACHE CASE! 


sets up in seconds... 
and sells by itself! $] 04.50 


Don't laugh when someone says “‘the next thing you 
know they'll be selling by AUTOMATION!” I’m doing 
it right now with my new “‘assistant,”’ the Viewlex 
“Salestalk,”’ Set a sales record the very first month 
1 used it — and | really kept my mouth shut most 
of the time. 


The sales story is right on records . . . illustrated 
facts and figures on filmstrip are coordinated with it. 
| never bore a prospect nor fight for attention. When 
1 open my Viewlex ‘‘Salestalk’’ Attache case and 
switch on my sales story . . . prospects feel they 
have to look, listen and (more often than you can 
imagine) buy! 
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See and hear how the 
*“*FLIP-TOP”’ will 
tell your story at 
your desk. Write to: 


DuKane 


CORPORATION 
. AR-21 ° ST. CHARLES, ILL. 


To 
Reach 
the 
Actual 


Buyers 


of 
ADVERTISING 
MATERIALS and 
SERVICES 


put your 
selling message 
before them 


in 


} ay Advertising 
Requirements 


54 + Gi - February 1961 





part is static and tends to make the 
film seem too long. This section, 
we feel, should either be redesigned 
or removed from the strip entirely, 
and the data presented in another 
way. R.B.K. 


Sales tool 


69.3... 13% min., b & w motion picture 
produced by the Institute of Visual Com 
munications Inc., 40 E. 49th St., New York 
17, for Pharmaco Inc., Kenilworth, N_J. 

When this movie begins, we see 
Alistair Cooke and as he starts to 
tell us the significance of 69.3, all the 
familiar parts seem to fall into place. 
This picture is going to be some- 
thing like Omnibus and perhaps our 
old friend, Mr. Cooke, is going to tell 
us of the ordeal of Mark Twain, the 
sources of Abraham Lincoln’s politi- 
cal philosophy, or the impact of the 
encyclical letter on the condition of 
labor issued by Pope Leo XII. 

We hear that 69.3 is a figure of 
great historical significance, and in- 
deed, of interest to every member of 
the audience. It is the average life 
expectancy at birth today and this 
figure represents the triumph of dis- 
ease fighters over illness. Mr. Cooke 
tells of some of the victories, of the 
growth of medical progress from 
weird rites, formulas that started 
with the physician advising that one 
grind the hoof of an ass, the stum- 
bling discoveries of the alchemists 
to today when, if we wish, we can 
take usually bitter-tasting medicine 
in its new modern form, chewing 
gum tablets. 

We hear Mr. Cooke’s upper-class 
accents relate the victories of such 
medical warriors as Robert Koch, 
Paul Ehrlich, William Morton, Ignaz 
Semmelweiss and Walter Reid and 
when the lights go on and the pro- 
jector is quiet, a viewer has to fight 
his impulse to rush out of the 
screening room and bow three times 
in the general direction of the home 
offices of the AMA. 


> A sales tool? 
Consider these facts: 


1. Pharmaco produces Feen-A- 
Mint laxative chewing gum and 
Chooz antacid chewing gum, among 
other products, and has more than a 
passing interest in such medical ad- 
vances as, well, the issuing of medi- 
cine in chewing gum form, to name 
one. 


2. Researchers have found that the 
greatest resistance to chewing gum 
as a social grace comes from circles 
that like the work of such talents as 
Bach and E. B. White and Alistair 
Cooke. 


3. This group, cerebrally-dom- 


inated, might accept the fact that 
medical gums are a part of modern 
medical procedure, if that fact is de- 
livered from a well-writen script by 
a major talent like Irve Tunick and 
presented by someone like, say, Al- 
istair Cooke. Great care is taken 
that the message about gum, like a 
pinch of quinine in a large bottle of 
absinthe, is delivered in a casual 
off-hand fashion. But it is accepted 
because it is surrounded by facts 
that are acceptable. 

Some of the above is conjecture, 
of course. The producers didn’t take 
the press into their confidence in 
planning this movie. But it remains 
of great interest to anyone who has 
to adopt a white-tie-and-tails, or 
academic gown, touch to his selling 
efforts. 

Prints are available from the In- 
stitute. E.S. 


Sales Promotion 


The Role of Point-of-Purchase Advertis- 
ing in Modern Marketing . . . 25 min., 
color, sound filmstrip produced by Depicto 
Film Corp., 254 W. 54th St., New York 
19, for The Point of Purchase Advertising 
Institute Inc., 11 West 42nd St., New 
York 36, in cooperation with the Sales 
Promotion Committee of the Assn. of Natl. 
Advertisers. 

A straightforward, hard-hitting 
production showing the vital posi- 
tion point-of-purchase displays oc- 
cupy in today’s retail stores. Using 
the case history method, the film- 
strip shows every type of point-of- 
purchase display from the aisle dis- 
play to the brand sign on the store 
front. Its variety of selling roles is 
emphasized while telling both sales- 
men and retailers the benefits in- 
herent in the consistent use of the 
p.o.p. display. 

While this filmstrip was produced 
mainly to sell the salesmen on the 
value of this type of sales promo- 
tion material, it will also be inter- 
esting to a prospective buyer since 
it gives a fast, but thorough, run- 
down on the many different possi- 
bilities in design. B.M. 





When All Media 
Work Together 


When a manufacturer and 
a department store work 


together on an integrated 


promotion, the results are 
pleasing to everybody. 


By Bette Macon 
AR Associate Editor 


A bothersome dilemma in adver- 
tising is the danger of being dull 
and the value of repeating yourself. 
Being dull can make an advertising 
campaign tiresome and ineffective. 
But packing too many ideas into one 
campaign can make it confusing 
with the result that it becomes tire- 
some and ineffective. 

The trick seems to lie in getting a 
good idea and then playing it out 
in a number of different ways much 
as a composer elaborates on a ma- 
jor musical theme in a symphony. 


>» A money-making example of one 
good idea being parlayed into an in- 
tegrated promotion can be seen in 
the 1960 Father’s Day promotion 
achieved by a men’s wear manufac- 
turer, Pioneer Industries Inc., Phila- 
delphia, and a major Philadelphia 
department store, Lit Brothers. 
The main theme of the promotion 


was a large window display created 
and produced by Pioneer in hopes 
the department store would find it 
useful. The display was headlined 
“Dad’s Worth His Weight in Gold” 
and featured Dad as a royal poten- 
tate seated on a scale with his 
weight counter-balanced by Pioneer 
“gifts of gold.” 

Lit Brothers took the display, the 
headline as a theme, and enthusi- 
astically built an entire store-wide 
promotion on this base that covered 
all areas from media to in-store 
sales promotion. 


> As the store’s first all-out effort 
to capture the local Father’s Day 
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Inc. of Evansville and Neon 
Art Signs, Inc. of Louisville, 
offer a complete service to the 
quantity and individual sign 
user—everything from adver- 
tising clocks to extensive 
national dealer identification 
programs. The combined organ- 
izations have complete facilities 
for all types of electrical sign 
production. 


Write today for complete in- 
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gift market, the promotion was 
aimed at two objectives: 


1. To attract attention to the entire 
store as a place where high fashion 
gift merchandise could be obtained. 


2. To draw customer traffic to the 
men’s furnishings department. 


As the promotion unfolded with 
each integrated part of the promo- 
tion aiding and abetting another, it 
centered heavily on two areas of 
visual appeal. 


e Exterior Display ... This con- 
sisted of the original “Dad’s Worth 
His Weight in Gold” display piece 
shown in a major Lit Brothers store 
window and smaller 20x40” blow- 
ups of the thematic display in adja- 
cent store windows featuring mens’ 
sports, sleep, or rain wear. Under- 
neath the display piece was an art- 
fully heaped pile of Pioneer “Gifts 
of Fashion.” 


e@ Interior Display . . . Twenty 22x 
28” posters, prepared by Lit Broth- 
er’s display department, were put 
up throughout the store. Inserted in 
5’ chrome-plated floor standards, 
the posters invited shoppers to “see 
Father’s Day gifts by Pioneer in 
Men’s Furnishings, First Floor.” The 
posters showed photographs of the 
actual gift merchandise. 

These were strategically placed in 
unrelated departments such as la- 
dies ready-to-wear, furniture, shoes, 
etc. — as well as the store entrances 
— to channel customer traffic from 
each floor to the men’s furnishing 
department for impulse purchases. 


» The theme of these posters was 
carried out in the men’s furnishings 
department with prominent mer- 
chandise displays featuring the Pi- 
oneer line’ as it had been shown on 
the various posters. These displays 
featured the “Kaboodle Kits” for 
travel, the Mark II toiletry sets, the 
imported Spanish Olive wood col- 
lection, Old Gold leather wallets, 
key cases, ash trays, cigaret lighters, 
etc. At each of these point-of-pur- 
chase displays, Pioneer counter 
cards emphasized the Father’s Day 
over-all store promotion with re- 
minders to “gift him with Old Gold 
fashion accessories.” 


e The Pioneer Swami... A tur- 
ban-bedecked model was hired to 
give a live interpretation to the 
theme. Using a scale and intuition 
he played a “guess-your-weight” 
game with shoppers, offering a prize 
of Pioneer Mark II toiletries for 
guesses off as much as five pounds. 
The Swami proved to be a lively 
fun addition to the entire promotion 


adding goodwill and conversational 
appeal. With .each scheduled ap- 
pearance of the Swami, Lit Brothers 
placed an 8’ announcement placard 
and scale out on the floors. Shoppers 
lined up by the score to get weighed 
and throughout the promotion hun- 
dreds of sampler-sized bottles of 
Pioneer Mark II toiletries were dis- 
tributed. 


> The promotion was backed up 
with media ads by both manufac- 
turer and retailer. A full-color ad, 
by Pioneer, was run in the June 4th 
issue of Saturday Evening Post, 
which came out on the stands May 
31st. Lit Brothers tied in with this 
on the local level with an ad in the 
Philadelphia Inquirer, June 5. 

Lit Brothers carried out this 
themed promotion, built around a 
single display and a very good idea, 
in all five of its stores in the Penn- 
sylvania and New Jersey area. 


> At the end of the promotion, the 
results were tallied up and sales 
figures showed a 200% increase in 
the sale of gift accessories. In addi- 
tion, there had been a heavy flow of 
consumer traffic both into and 
around the stores. 

Yet, broken down, this promotion 
was one good display piece and sales 
message dramatically and effective- 
ly repeated again and again. 

The Pioneer-Lit success has an- 
other point to remember. Sad, so 
often, are the tales of manufacturer- 
dealer relationships which end in 
frustration on one side because of 
the stubborn resistance to promo- 
tion cooperation on the other side. 

This promotion was the product of 
successful collaboration between a 
manufacturer and retailer who ap- 
preciated the need for working to- 
gether “in depth” to achieve maxi- 
mum sales results. 44 
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easy-as-pie! 


teens’ ) YB L-STIK 


2-Sided (Presaacere-Cerrcsaétiv-e Tape 


RECIPE for dealer preference for your P.O.P. material: design and pro- 
duce the most attractive displays possible ...tie them in with a powerful 
national promotion . . . then add DUBL-STIK to guarantee they'll get up! 
... DUBL-STIK is the double-sided self-sticking tape—a thin, tough film 
coated on both sides with extra-strong KLEEN-STIK adhesive. Easily ap- 
plied by hand or automatic applicator, it bonds instantly to practically any 
material ... holds up even relatively heavy displays. 


Double the Pressure-Sensitive Benefits of KLEEN-STIK! 


® Needs no water, glue, tacks, staples, etc. ® Waterproof and invisible when applied. 


® Easy to put up —just apply tape, peel ® Resists temperature changes from —20° 
off backing, press in place. to 220°F, 


Excludiue “Finger-Flip” Edge 


for Fast, Easy Application | 


Warila tor samples and information on DUBL-STIK Sheet Le | 
’ INC. 


7300 W. Wilson Ave. ® Chicago 31, Ill. 
Plants in Chicago, Newark, Los Angeles, and Toronto, Canada 


OVER 25 YEARS OF PRESSURE-SENSITIVE LEADERSHIP! 


and other Kleen-Stik pressure-sensitive products. 
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Typical Panel . . . The stock picture frame can be filled with 
panels bearing a variety of objects. Here actual samples are 
used. -Others held enlarged art elements from ads and bro- 


chures. 


An ingenious. sales promotion 
man licked the high cost of cus- 
tom-made displays by adapting 
a stock item to meet his needs. 


By Eric Adams 

Sales Promotion Manager 
Honeywell Controls 
Toronto 


An ingenious approach by one of 
our suppliers recently solved a 
troublesome display problem for 
Honeywell. 

Our requirements were easily de- 
scribed, but less easily met. We 
wanted an all-purpose display, suit- 
able for showing a wide range of 
smaller products at business shows, 
dealer meetings, etc. Actually, we 
already had a display for this pur- 
pose, but it was a little too expen- 
sive for certain applications. There- 
fore, first and foremost, we ex- 
pected the new display to be an 
economy unit, but at the same time 
we. were unwilling to sacrifice ap- 
pearance or flexibility. 
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> Sketches for several attractive 
displays were submitted, but each 
worked out to within pennies of the 
cost of the existing display, which 
in the quantities we ordered were 
about $17 each. 

“Maybe we're after something 
that can’t be built,” was my com- 
ment to our supplier, and from this 
remark came his solution. 

By taking advantage of some- 
thing already built, he came up with 
a good-looking display at a big sav- 
ing. The something was a standard 
picture frame, available as an off- 
the-shelf item at low cost. Such 
frames are built in large quantities 
on a production line basis and can 
be purchased for less than anyone 
could make a few on his own. Since 
we were not demanding any exact 
size specifications the choice of a 
stock picture frame was feasible. 
The frame selected gave us a dis- 
play area 18x18”. 

This frame was finished in grey 
and white and was attractively 
styled. In initial experiments it was 
turned into a display by adding 
folding metal legs and a Masonite 
insert. This looked good, but the 
cost of the metal legs seemed un- 
necessarily high, and with a little 
more experimenting the wooden 


stand shown in the photographs was 
worked out. This proved somewhat 
cheaper and there was no sacrifice 
in appearance or usefulness. 


> The inserts for this display are 
made from 4%” tempered Masonite 
and we purposely left off lettering 
and logo in order to provide maxi- 
mum flexibility in laying out prod- 
ucts. Company identification on this 
display is handled by means of 
self-adhesive labels featuring the 


Simple Construction . . . Two fixed and 
one hinged leg permit the frame to be 
self-standing. 





Honeywell “H” monogram. This 
provides a more flexible arrange- 
ment than screening the monogram 
in a fixed position, and it also cuts 
costs a little, since the labels are a 
stock item with us. 

To amplify the usefulness of this 
display we decided to make the 
Masonite insert panels in three col- 
ors, grey, blue and yellow. Some of 
our applications for these small dis- 
play stands involve using two or 
more of them together, and with 
such a simple display the sameness 
of the units can make them less ef- 
fective. The change in color makes 
all the difference. 

The completed displays ran us $10 
each or little more than half the 
price of our other units. 


> This small display was such a big 
hit that our salesmen began to re- 
quest it for uses where we would 
have willingly supplied our orig- 
inal and more expensive item. One 
salesman extended its use even fur- 
ther by suggesting that we use the 
artwork from a piece of Honeywell 
literature to form the basis of an 
insert especially suited to showing 
residential thermostats. We picked 
up the material we needed directly 
from the front cover of the thermo- 
stat folder, and silkscreened it on 
Masonite. The only change was to 
rearrange it slightly to leave ade- 
quate room for mounting products. 
Illustrations show the literature 
from which the panel was adapted 
and the resulting display. 44 


Eastman Releases Booklet 
On Tenite Butyrate Signs 


Information on the use of Tenite 
butyrate in back-lighted outdoor 
signs is available in a 46-page 
booklet released by Eastman Chem- 
ical Products Inc., subsidiary of 
Eastman Kodak Co. 

Entitled “A Guide to the Use of 


Butyrate for Colorful, Durable Out- ' 


door Signs,” the booklet explains 
how to take advantage of the plas- 
tic’s ease of forming, weatherability, 
light-transmission and _ diffusion 
properties. 

Instructions on design considera- 
tion, reference tables describing 
lamps, lamp colors and lumen out- 
put are in the booklet, plus proce- 
dures for decorating by distortion 
printing, lacquering, roller printing 
and silk screening. 

The Eastman booklet also includes 
lists of sources for butyrate sheet 
and letters, lacquers, and vacuum- 
forming machines. 

Copies are available. 

+ for more details circle 202, page 117 








Geeco Designs 
Bold new merchandising ideas for 1 S61 


It’s performance that counts... That's why GEECO supplies 
hundreds of leading companies with sales producing signs and 
displays. 


Every GEECO merchandising aid is custom designed from 
scratch to sell any product or service faster... boost profits! 


Mail this Coupon today for Full Details! 


I’m interested in a fresh approach to my point of purchase material, 
especially: 


["] Outdoor lighted [_] indoor lighted [[] Displays 
TC] Other. lassie o 4s 


PO tinea itineilitndeteeamcerininaiarilipm tc 


ee 











GEECO, INC. Dept. B, 1302 South 4th St., Saint Joseph, Missouri * Phone ADams 3-3168 


Call your Geeco representative: Detroit, TR. 3-0200 » Chicago, ST. 2-8457 * Minneapolis, FE. 8-6785 
Tulsa, LU. 4-3394 « Los Angeles, OL. 5-8457 + Cleveland, WA. 1-4780 + Indianapolis, ME. 4-6609 
Des Moines, AT. 8-4889 + Kansas City, VI. 2-4933 * New York, Al. 5-1440 + Dallas, WH. 3-7573 
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WORKING 
TIT N tls] 24> 


iy 


2 types: MOVABLE and 
ONE PIECE miniatures, 
in bright or gilt finishes 


NEW TOOL KIT 

5 gilt-finish tools in red 

viny! roll. Shipped 

assembled. Can be imprinted 
Write, wire, phone TODAY for 
samples & prices on GRC metal 
miniatures 


GRIES REPRODUCER CORP. 
World's Foremost Producer of Small Die Castings 
3 Second Street, New Rochelle, New York 
Phone: NEw Rochelle 3-8600 


FREE 
SAMPLE 
KIT shows the amazing 


power of Faultless 
Advertising Balloons 


Detailed literature and prices . . 
profitable ideas on store promotions 
. . « displays . . . and other exciting 
ways of smart merchandising with low 
cost Faultless balloons. Write today 
on your letterhead for free sample 
kit. The Faultless Rubber Company, 
Dept. 12, Ashland, Ohio. 
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Transposed Credits .. . In our November 


preview of the POPAI show, credits for 
these two units were inadvertently trans- 


posed. The Corning Wear unit was actually produced by Arrow Display Associates, 
Philadelphia; the Interwoven Sock unit by Edinger-Wyckoff, Stroudsburg, Pa. 


POPAI Study Shows 
Need For Cooperation 


Point-of-purchase has come a 
long way since they put the cigar 
store indian down in the basement. 
The modern merchant is besieged 
with floods of p.o.p. materials: pen- 
nants, racks, gondolas, dumps, dis- 
plays that light up, move, talk, 
dance, and do everything but hand 
the customer his change. The 
trouble is that in this sea of display 
material, some of it is bound to sink. 
Too much, according to the Point- 
of-Purchase Advertising Institute, 
which commissioned Lou Harris and 
Associates to find out why so much 
p.o.p. never makes the trip out of 
the warehouse and into the store. 

Interviewing 322 key people in the 
retail trades that are large p.o.p. 
users (supermarkets, drugstores, 
liquor outlets, hardware stores) the 
pollsters found that they had to di- 
vide their study down the middle— 
to treat major (dumps, racks, gon- 
dolas) and minor (pennants, post- 
ers, signs) p.o.p. materials as sepa- 
rate entities. They discovered that 
only 40% of major p.o.p., and just 
23% of minor point-of sale, actu- 
ally gets up in the stores. 


> Basically, the reasons for the 
large body of unused material are 
just exactly what anyone would ex- 
pect. Bad performance in the past, 
poor construction, over-complica- 
tion, bad color and design, and a 
dull, stale theme were the explana- 
tions most often received. However, 
in examining just which material 
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was used, the study uncovered some 
factors governing greater acceptance 
which suppliers might do well to 
heed. 

Besides avoiding the above pit- 
falls in creating displays, manufac- 
turers or suppliers of point-of-sale 
get better acceptance if they lay a 
careful groundwork before a ship- 
ment is sent. 


e Almost half of all p.o.p. is offered 
by salesmen on their regular calls, 
and some arrives totally unan- 
nounced, with merchandise, or in 
the mail. 


e Less than 25% of major p.o.p., 
and only 4% of the minor displays, 
are introduced more formally at a 
meeting or conference. 


e Almost invariably, the p.o.p. that 
arrived with a solid presentation 
preceding it was found to be more 
likely to be used and to meet with 
sales success. Better still, some of 
the most effective programs were 
those where the manufacturer con- 
sulted with retail management be- 
fore creating the point-of-sale ma- 
terial. 


Interestingly enough, it is really 
unimportant who — manufacturer, 
jobber, distributor — offers point- 
of-purchase. The important factor 
is: to whom. The most effective 
p.o.p. is that which has been ac- 
cepted by management executives; 
it both gets up on the floor, and 
meets with sales success. Where the 
buyer has made the decision, p.o.p. 
is less apt to get up, and slightly less 
successful. Displays chosen by the 





store manager nearly always gets 
up, of course, but is least likely to 
produce increased sales. 


>» Analysis of the type of p.o.p. that 
does get up, and that produces re- 
sults, provides some clues to the 
standards for point-of-sale success. 
The by now jaded consumer re- 
sponds best to displays that are 
“spectacular,” to those that “knock 
him in the eye.” Motion plays an 
important role here, as does size. 
Suppliers should be wary of trying 
to produce point-of-sale that mere- 
ly overwhelms with enormity, how- 
ever. In today’s crowded stores, the 
large p.o.p. with nothing but size to 
recommend it will always be re- 
jected in favor of the more compact 
display. Also, p.o.p. programs that 
lend themselves easily to tie-ins, 
and to storewide promotions lie 
close to the retailer’s heart. 

Advertising support is almost es- 
sential. Whether it be in the form of 
an advertising allowance or placed 
media advertising, the retailer 
seems to feel that it is the extra in- 
gredient that will push his promo- 
tion over the top. Moral support, 
by the supplier, is important too. 
Once point-of-sale gets up, store 
follow-up and servicing by the sup- 
plier go a long way towards keep- 
ing it up. 


> In essence, it would seem that 
most of the findings of this POPAI 
study point clearly toward a closer 
cooperation between the supplier 
and the retailer. It indicates that 
point-of-sale that is earmarked for 
success must be born out of a good 
pre-understanding of what the re- 
tailer will accept and why, and 
should arrive with a solid history of 
salesmanship behind it. 44 


Do-It-Yourself Sign Kit 


Best of Show 

Wordless poster took 

gold medal at 28th 

national competition, 7 

sponsored by Chicago's 

Art Directors Club. 

Needham, Louis & 
Brorby was agency. 


variety of layout possibilities. The 
thickness of the magnets give the 
letters a 3-D quality. 

The complete sign kit lists at 
$16.95. Additional information can 
be obtained from the Don Hall Co., 
565 W. Washington Blvd., Chicago 
6. 44 


Sales Pressured Compacts 
Fall Back on Displays 


With competition getting tougher 
all the time, the display sales aid 
is winning its colors in the fight for 
the compact car market. 

Of great interest in this area is 
the series recently produced by the 
Chartmakers Inc., for British Motor 
Corp. dealers. To aid sales for the 


Austin Healey, MG, Sprite, Morris 
1000 and the “Incredible 9850,” 
Chartmaker prepared a series of 
showroom easel presentations. 
Each of these concentrates on the 
“fine points” of the automobile just 
shown. Emphasis is on performance, 
safety, economy, special features, 
etc., through the use of lively 
photos, drawings, and copy. 
Chartmakers also prepared pock- 
et-size editions of the showroom 
presentations that fit into specially 
designed “wallets.” These are for 
the dealer-salesman to use when 
calling on prospects away from the 
showroom. Each of the wallets hold- 
ing the presentation also has a slide 
calculator that compares perform- 
ance data on BMC cars with the 
cars of the competition. 44 


Hankscraft Display Motors 


Budweiser 


OM UTTTM LU 


Sales in supermarkets of world-famous Budweiser beer 
have increased substantially wherever this clever 

“Pick a Pair’ display has been used. Powered by a 
standard Hankscraft battery-operated oscillating 
motor, the lovely lady commands attention (and 


moves Bud fast!) by raising and lowering a 
facsimile six-pack. She works silently and 
economically for weeks without attention. 


Designed for P.O.P. Use 


A new magnetic sign kit, offering 
versatility in design and a profes- 
sional appearance, has been intro- 
duced by The Don Hall Co. 

Called the Magnetic Letter Sign, 
the unit consists of a 14x24” back- 
ground of crackle-finish steel with 
built-in folding easels plus letters, 
numbers and symbols of heavy 
posterboard coated with fluorescent 
color and plastic. 

The background panel can be set 
independently upon a counter, near 


Display courtesy Anheuser-Busch Inc. 
Produced by Simmons Sisler Co., Inc., St. Louis, Mo. 


Se 


EXPERIENCED 
ENGINEERING 
SERVICE 
Hankscraft engineers can animate any 
type of display—including those which 
require special action or AC power. 
Recommendations will be made without 
obligation. See your Hankscraft repre- 
sentative or send cutout dummy and 
sketches directly to: 


HANKSCRAFT COMPANY, Display Motor Division 
REEDSBURG, WISCONSIN 


World’s Largest Manufacturer of Battery-Operated Display Motors 
Sales Offices in these principal cities: Chicago «+ Philadelphia + Minneapolis 
New York «+ Dallas + Toronto(Ontario) * San Francisco (Eriach Lee Co.) 


Ez = ff 2 
the point-of-sale, hung on the wall sso’ a-nah — 
or from the ceiling. The letters, etc., 
are made with a permanent magnet 


attached to the back of each, giving 
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Awarded Blue Ribbon 

for Outstanding Design 

in Point of Purchase 
Advertising Institute 1960 
Merchandising Awards 
Competition 


FLORSHEIM | 


SHOES 


A few fleeting sec- 

onds ...as your 

consumer decides to 

buy ... hold the 

key to the success 

or failure of your 

entire merchandising 

program. Will your 

brand name be 

remembered ? 

For sharp impressions that jog the memory 

at the point of purchase... and sell merchandise 
use a K-C-S sign or display. 

Your brand name, your product, your reputation 
will spring into precise focus at the exact 
moment when it counts the most. 


To be remembered — remember K-C-S. 
signs, merchandisers, 
displays, plaques. 


Kirby-Cogeshall-Steinau Co., Inc. 606 E. Clybourn St., Milwaukee 2, Wis. 


Better Be Bundscho-Sure 


CRS 
: & Serve Y 
Eley} SERVE You 


o 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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Darling Junior Execs 
Available With Suntans 


Four new junior executive man- 
ikins, in suntanned finish, are avail- 
able for displays from L.A. Darling 
Co., Bronson, Mich. 

The models are available in one 
or two-piece (split waist) papier- 
mache bodies with permanently at- 
tached composition heads and re- 
movable plastic arms. They are 
finished in enamel or a soft pebble 
finish with hand-painted facial 
features and equipped with metal 
bases and rods; 5’11” tall; size 40 or 
41 regular. 

Optional Flex Arms provides a 
variety of arm positions for many 
different and unusual display ar- 
rangements; new wrist fittings 
adjust for sleeve length, swivel for 
desired hand pose. 

Complete details can be obtained 
on the Masc U Line Junior Exec- 
utive Manikins. 44 


Hollywood Booklet 
Shows Banners, Drapes 


A variety of deluxe and distinc- 
tive in cloth banners and advertis- 
ing drapes is illustrated in a color- 
ful booklet from Hollywood Ban- 
ners, New York. 

Designed for point-of-purchase 
and convention use, the Hollywood 
banners and drapes are available in 
many different sizes and_ styles. 
They can be produced in Gleam 
Satin, Copper-weave, Nylon, Dac- 
ron, ZeroZone Vinyl, Eastman’s 
Chromspun, Nubtex, Javatex, Split 
bambood, Luxtex, Antique Satin, 
Plasticized net, etc. Printing can be 
in fluorescent colors. 

+ » for more details circle 203, page 117 





How to Jrack Down 
a Yew Premum Idea 


New premium ideas are all around you, if you 
only look for them in the right way, says 
this agency premium buyer. 


By Michael J. O’Connor 
Vice president & 
director of merchandising 
Foote, Cone & Belding 
Chicago 


The most important common de- 
nominator in the development of 
successful premium promotions is 
preparation — time after time I 
have seen good imaginative premi- 
um ideas fail miserably because 
they were aimed at the wrong tar- 
get. Conversely, I have seen pre- 
miums which seemed to lack nov- 
elty and sparkle deliver handsome- 
ly mostly because they were 
preceded by sound analysis and 
smart planning. 

To the best of my experience, the 
successful premium promotion be- 
gins with a clear definition of the 
objective — a specific statement of 
what you expect, the promotion to 
accomplish — and the sweeping 
generality of “increasing sales” isn’t 
enough — the stated objective, to 
be a successful starting point, must 
be specific. 


> Let’s review some examples of 
specific objectives — the things pre- 
miums can do — and do well, pro- 
viding they are properly planned. 


e Premiums can recruit new users 
for your product or service; 


® Premiums can help stimulate ha- 
bitual use of the product or service; 


@ Premiums can influence the trade 
to stock and display your products; 


@ Premiums can help win back old 
customers promoted away by com- 
petitive activities; 


@e Premiums can add the valuable 
element of news to a static advertis- 
ing story; 


¢ Premiums can also add important 
dimension to your selling story by 
helping to demonstrate or glorify 
the product; 


e Premiums can help promote new 
and additional uses for your prod- 
uct; 


e Premiums can help keep your 
regular customers stimulated and 
interested, making them less vul- 
nerable to new competitive induce- 
ments. 


As a general rule, a good premi- 
um promotion shouldn’t aim its 
main guns at more than one, or at 
the most two, of these targets. If it 
does, it runs the danger of empha- 


sizing everything and_ therefore 
nothing. However, with good plan- 
ning, I am thoroughly convinced 
that premiums can make important, 
major contributions to the market- 
ing programs for most products. 


> Still on the subject of defining the 
objective, I should like to add this 
— don’t fool yourself about the 
things that premiums can’t do. 


e There is no premium yet devised 
that can successfully sell a poor 
product or a bad service; 


e There is no premium I know of 
that can effectively overcome un- 
realistic pricing; 


© Unfortunately, no one has yet de- 
vised a premium that will sell itself, 
although some of our contempo- 
raries would lead you to believe 
that they have discovered such a 
miracle. 

As John D. Rockefeller once said, 
one of the great keys to success is 
“being honest with yourself’ — 
translated to our business this says 
two important things to me... 


This article is based in a speech given 
before the Premium Advertising Confer- 
ence, Chicago, April, 1960 
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PROMOTE 
MARINE 
PRODUCTS 





. WITH THE AD-A-BOB, . . . 
colorful key-float and fishing bobber 
that carries your advertising message 
directly to the boating enthusiast and 
fisherman. 


If you help sell BOATS, MOTORS, 
GAS, OIL, MARINE ACCESSORIES, 
BEER and similar products to the 
pleasure boating trade, TERACO ad- 
vertising specialties will increase your 
share of this 3 billion dollar industry. 


Call your Advertising Specialty 


Counselor, or write for color catalog. 


TERRACE ADVERTISING CO. 


1129 Sth St. S. Minneapolis 4, Minn. 


THRIFT’S THE WORD! 


aununu2* 


rf 
your wamea ano wase*O* FG 
earmnN Teo wane 


sf 





Tops for promoting 

discounts, sales, sav- 

ings, trading stamps, 
products and stores, 
Priced low enough to 
make a Scotsman 
blush! 
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First, know the capabilities and 
limitations of your medium ... 
And secondly, decide specifically 
what you want to accomplish and 
only then begin to search for the 
premium best suited to that task. 


> Now let’s talk about another im- 
portant factor in the development of 
truly productive premium ideas — 
the consumer. I should say consum- 
ers because we are not dealing with 
a big homogeneous housewife that 
can be counted on to act in a set, 
predictable pattern. Instead we are 
dealing with hundreds or thousands 
or millions of individuals with al- 
most as many motivations and atti- 
tudes and traits of character. 
Among the consumer multitude, 
however, there are some important 
different categories which you 


should know about and take into... 


consideration as you develop pre- 
mium plans. These categories con- 
cern the light user and the heavy 


user; the loyal customer and the 


indifferent buyer. 

To dramatize the importance of 
these categories, I would like to 
tell you about a special study done 
by the Market Research Corp. of 
America. This was a research project 
in which they studied consumer pur- 
chases of cake mix deals for a pe- 
riod of a year. They learned some 
interesting things which I believe 
hold some important lessons for all 
of us. 

They found that 15% of cake mix 
buyers bought 55% of all the deal 
merchandise — and yet in total vol- 
ume they accounted for no more 
than a normal share of total cake 
mix sales. 

Put another way, MRCA found 
out that 15% of the cake mix buy- 
ers were taking over half the mil- 
lers’ promotional dollars and in re- 
turn were giving them virtually no 
loyalty and practically no extra vol- 
ume — a pretty discouraging pic- 
ture when you consider the millions 
spent on promotions in that segment 
of the market. 

I cite these figures because I be- 
lieve it is important we all remind 
ourselves that volume alone can not 
be the sole measurement of success. 
A premium, like any other form of 
promotion, to be a real success must 
attract-the kind of customers who 
will buy again and again and again 
— and not concentrate solely on the 
fickle, brand indifferent buyer who 
buys your premium this month, and 
then goes on to buy the product 
making the best offer the next time 
she’s in the market. 


> Translated to the job of develop- 
ing the best possible premium ideas, 
it seems to me the evidence uncov- 


ered by MRCA argues in favor of 
searching for premium ideas which 
are most attractive to the serious or 
conscientious user. Carried a step 
further, this seems to point to the 
premium which compliments the 
product or is closely associated with 
its use. 

I realize, as I say this, I am flying 
in the face of some of the most fa- 
mous case histories in our business 
However in all too many instances, 
careful analysis of the long-range 
effects of premium promotions 
shows the sharp sales peak gained 
during the promotion period is fol- 
lowed by a post-promotional valley 
which wipes out all of the gains and 
leaves the promoter with a bad taste 
in his mouth and a quota still un- 
filled. 

Still another fact developed by 


* MRCA seems to argue in favor of 


the integrated premium. Throughout 
the years, MRCA has studied the 
heavy or volume buyer. They have 
found, as a general rule, that one- 
third of a brand’s customers buy 
two-thirds of its total volume. Here 
again it seems to me we have evi- 
dence that numbers alone aren’t the 
answer — for if a premium is to be 
considered successful, it must help 
recruit heavy buyers and premiums 
which have the greatest appeal to 
the heavy buyer aren’t necessarily 
the premiums which will bring in 
the greatest number of returns. 

A good example here would be 
the griddle offered recently by a 
manufacturer of pancake mix. They 
sold many more griddles than they 
had expected they would, but, even 
more important, they added the kind 
of business that can be expected to 
deliver real volume and keep on de- 
livering it. I’m sure a different offer 
might have brought greater returns, 
but I’m not sure an unrelated pre- 
mium attracting five times the re- 
demptions would have done as good 








Qualatex* Imprinted 
Advertising Balloons 


y PIONEER 


Fill out and send me this 
coupon and get your file 
containing imprinted bal- 
loon samples to show our 
quality plus all there is to 
know about advertising 
balloons to prove our abil- 
ity to serve you. 


Tested Quality 
Proven Service 


The Pioneer Rubber Company 
410 Tiffin Road, Willard, Ohio 
Dear Mrs. Wolfe: 


Please send me free “Advertising Balloon Fact File,”’ 
containing full color illustrations and prices, ideas, 
ordering instructions and order blank and imprint 
work sheet. 


Firm — 
Address 
City pesisliibaied Zone —— State 


Requested by — 





A novel way to keep 
telling your promotion 
story. We print your 
company name, trade- 
mark or slogan on 
quality ties. 


SPECIAL- >) 


Launch new products 
and sales themes. . . 
use at conventions, 
sales meetings or as 
premiums. Ideal for 
clubs and uniformed 
employees. Prices 
from 60¢. 


WRITE FOR DETAILS 


Scot lies * 


Alte Diet 


Dept. AR2, 401 Fifth Ave., New York 16, N. Y. 


Now 
MYAVRD 


Prefabricated displays 
of incredibly easy 
assembly, versatility 
and exceptional custom 


styling. ».all at:mass 
production prices. 


For more information send 
for our new ‘Wizard’? H-Frame 
catalog and spec sheets 


DISPLAY INC. 
Dept. AR 
3011 Third Ave. So. 


Minneapolis, Minn. 
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a job of building long-range volume. 


> Lest you conclude that I am cam- 
paigning for the reduction or eradi- 
cation of big volume premiums, let 
me clarify. In many cases, volume 
must be the prime consideration . . . 
especially in most children’s premi- 
ums, and where distributional prob- 
lems dictate the necessity of quick 
sales increases. Also important in 
the volume area is the continuity 
premium where this marketing de- 
vice is an important factor in hang- 
ing on to customers during heavily 
competitive periods. 

And in no case am I against vol- 
ume where it can be built with 
consumers who buy in quantity and 
at least promise some fair degree of 
brand loyalty. 


> Now let’s talk about items and 
ideas. We have set up two basic 
points of measurement to gage the 
potential success of a premium idea. 
To be successful, a premium must 
1. Be a readily recognizable bargain 
or, 
2. Be sufficiently unique and de- 
sirable to get reaction. 


If a premium idea can’t qualify 
and qualify strongly on one of these 
two counts, the odds are it won't 
pull its own weight. I would like to 
put some emphasis on these points 
because I believe they are very im- 
portant. 

In this rich and highly competitive 
economy, it’s hard to create a dy- 
namic bargain, and it’s harder still 
to develop an item so outstandingly 
different that it will command the 
kind and amount of reaction that is 
necessary to bring profitable results. 
This is where the job of premium 
development stops being a science 
and becomes an art. 


> As far as I know, there is no one 
easy way to find a good premium. 
The best premium idea men I have 
known are restless souls. They listen 
to every known source and they 
never stop looking for the great idea. 

In the area of the recognizable 
bargain, a thorough and continuous 
study of retail stores and direct-by- 
mail catalogs can, at times, turn up 
a good list of prospects. But a super- 
ficial search isn’t enough. The smart 
premium man digs deep, especially 
in the area of wholesale and retail 
margins. Remember — if the bar- 
gain isn’t real, the lady won't bite. 

Salesmen are another highly valu- 
able source of good premium ideas. 
To make sure that we profit from 
this valuable service, Foote, Cone & 
Belding maintains a department 
headed by a top specialist in the 
premium field. He makes it his bus- 


iness to maintain regular and close 
contact with the prime premium 
suppliers in this area. 

Trade shows are also a highly 
valuable source of ideas for the 
alert premium man. We cover, in 
addition to the Premium Show, the 
Toy Show, the Housewares Show, 
the Hobby Show, and those trade 
fairs that seem to offer promise. 

In each of these meetings, we look 
for several things. Most important 
are facts about trends in consumer 
buying habits, case histories about 
other successful premium users, and 
new items and ideas. 

If you find it impossible to visit 
all these shows, then I recommend 
the business press. Practically every 
major business paper in the adver- 
tising and marketing field carries 
news and features which, if care- 
fully studied, can provide important 
information and stimulation. 

Still another very interesting and 
informative journal these days is the 
Import Bulletin, published by the 
Journal of Commerce. As a matter 
of fact, I think you'll be startled to 
see the tremendous volume of pre- 
mium items and ideas moving into 
the country these days. 


>In the area of the unique or 
special offer, the search for ideas 
must also be broad and ceaseless. 

In my experience, one of the 
richest sources of fresh new ideas 
are creative people in advertising 
agencies. Frequently the art direc- 
tor, in his search for props, will 
design a novel dish or cannister, or 
an item of related interest, which 
can be produced in quantities for 
premium use. 

The copy writer is also a good 
idea source of fresh new ideas. As 
he wrestles with the problem of 
creating a selling story, he must 
think about items and ideas which 
are related to the product’s use. 
And from this kind of thinking 
come many worthwhile premium 
ideas. 

And, as you look for help in the 
agency, don’t discount the research 
department. Frequently researchers 
will turn up information about new 
uses for existing products which 
can lead to premium ideas. 

Another off-beat and not too fre- 
quently tapped source of ideas is 
the women’s editor or newspaper 
home economist. A good newspaper 
editor stays close to her public and 
frequently she will hear of home- 
made or improvised items which 
can be developed and improved to 
become valuable premium items. 


> The company mail bag can also 
prove to be a valuable source of 
stimulation. And when you look over 





your customers’ comments, don’t 
discard the letters of complaint. 
There are times when solving the 
ladies’ problems can lead to a 
bright, new premium that can gar- 
ner new customers and win back 
some old ones. 

Still on the subject of the unique 
or imaginative item, don’t overlook 
the staples. A former associate of 
mine used to claim that most so- 
called new ideas were merely old 
ones with a new suit of clothes. That 
same associate took the perennial 
favorite, baseball trading cards, cast 
them in the form of plastic coins, 
and in the process created one of 
the most successful premiums I have 
ever seen. 

Sitting on the counters of variety 
stores and toy stores and hardware 
stores are hundreds of such items, 
just waiting to be rediscovered and 
given a new suit of imaginative 
clothes. Our job is to give these 
sturdy old-timers a new look and 
a new chance. 


> In the highly specialized area of 
children’s premiums, it is my con- 
viction that the best ideas are the 
most realistic, coming largely from 
the adult world and not from the 
land of make-believe. A friend of 
mine, a psychologist, attempted to 
explain this by citing the fact that 
fads usually start in the older age 
groups and work their way down. 
He used the example of the foxtail 
which originally was suspended 
from the aerial of a souped-up mod- 
el A and eventually ended up on 
the handlebars of the tricycle. 
Successful kid premiums also 
seemed to be highly realistic. This 
seems to indicate a strong and 
growing trend. Television and the 
wonderful new books now avail- 
able for children have made our 
kids much more sophisticated than 
we ever were. They know what the 


Yo-Yo Supreme Developed 
To Win V.P.’s Hard Heart 


Looking for the enthusiastic boy 
under that V.P. coat of armor? The 
search ends with the “Executive 
Yo-Yo,” the newest, latest and ulti- 
mate in top brass gifts from Hor- 
ber’s, Chicago. 

Handsomely produced in hand- 
rubbed solid walnut, this unit is 
personalized with three sterling 
silver initials and measures 414” in 
diameter. Best of all, it is a for-real 
working yo-yo that comes equipped 
with a sturdy yo-yo cord. 

Already a conversational item in 
some circles, the Executive Yo-Yo 


real thing looks like and you’d bet- 
ter not try to fool them, it won’t 
work. 


> So far we’ve talked about exist- 
ing sources for premium ideas and 
now I’d like to talk about some un- 
developed areas which I believe 
offer great promise. 

A paradox exists in the market- 
ing world today. Tremendous 
amounts of time and effort and 
money are being spent on research 
in the areas of product development, 
and the creation of advertisements, 
yet the promotional function is still 
largely run by hunch and past ex- 
perience. If you are using the well 
developed techniques of modern day 
research to help you do a better 
job of selecting and presenting pre- 
miums, you are a member of a very 
exclusive, a very small, and quiet 
minority. 

It seems to me that we all need 
to know a great deal more about 
the kinds of consumers we are 
reaching and the effects our pre- 
miums are having on their habits 
of purchase and consumption. 

I, for one, am convinced that some 
intelligently planned and well-ex- 
ecuted research could aid materially 
in developing valuable new ideas 
and broader usage of premiums as 
an efficient modern marketing de- 
vice. 

I am also convinced that now is 
the time for this kind of far-seeing 
activity on the part of the premium 
industry. The current and disquiet- 
ing trend of cheating in the cou- 
poning area could well cause the 
key marketing executives of the 
country to look at premiums with 
renewed interest—if the premium 
industry can provide information on 
new and better means of making the 
premium a more powerful and more 
effective means of making sales at 
a profit. 44 


has been praised by various top 
advertising people for its ability to 
“relieve tensions, unleash aggres- 
sions, stimulate conversation, and 
develop forefinger muscles.” Fur- 
ther, it is billed as enabling the 
adult “to satisfy his subconscious 
desire to yo-yo.” 

But, mainly, we see it as a good, 
working yo-yo for guys who still 
remember the lively days of their 
youth. For those who insist upon a 
practical purpose, the Executive 
Yo-Yo is an attractive, effective and 
unusual paperweight that weighs in 
at % lb. Retail price is $7.95. 

An illustrated folder is available. 

- for more details circle 204, page 117 





ONE WORD 

DESCRIBES 

THE ABSOLUTE 
SUPERIORITY 

OF TUF-TEX 

BALLOONS—FOR MANY IMPORTANT 
PREMIUM USES AND PROMOTIONS! 


Typical of Maple City’s added measure 
of incentive appeal to children and par- 
ents is NEW TWO COLOR IMPRINTING ON 
FLUORESCENT DAYGLO- TUF-TEX  BAL- 
LOONS. Individually these two features 
are distinctive . . . combined, the results 
are striking beauty and oustanding at- 
tention value. 


PHONE OR WRITE 
FOR SAMPLES AND 
MODEST PRICES 


The Maple Cily Feubber Co 


56 NEWTON STREET, NORWALK, OHIO 


This is the place 


. where you can get facts on how 
your company can merchandise 
your products profitably through 
premiums & incentive merchandise 


The place 


28th annual 


National Premium 
Buyers Exposition 


. hub of the premium and 
incentive merchandising industry 


The location: NAVY PIER © CHICAGO 
The dates: April 10-11-12-13, 1961 


You must attend! Mark your calendar now and 
make your advance plans. 


Prospective exhibitors and those inter- 
ested in attending NPBE should contact: 


A.B. COFFMAN ASSOCIATES 


Exposition Managers 


28 East Jackson Bivd. 
Chicago 4, Illinois 
Phone: WEbster 9-0980 


NPBE is under the auspices of the 
Premium Advertising Association of America, Inc. 


ere 
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New Premiums Bow... 


Premium Show has Record Crowd; 
Booths Display Variety of items 


The New York Premium Show, 
held for the last time at the Hotel 
Astor, attracted a record number of 
both visitors and exhibitors, includ- 
ing a well-attended and_  well- 
planned conference, under’ the 
sponsorship of the Premium Adver- 
tising Assn. of America. 

Both the main ballroom and the 
mezzanine of the hotel were jammed 
with booths, making it quite evi- 
dent why it was a wise move on the 
part of the sponsors to shift to the 
Coliseum for the next New York 
showing. This is currently sched- 
uled for September 25-28, 1961. The 
Spring show, currently pencilled in 
for April 10-13, will again be at 
Chicago’s Navy Pier. 

The trend towards increased par- 
ticipation of nationally-known com- 
panies, observed as beginning at 
earlier shows, continued. For ex- 
ample, General Electric took a mul- 
ti-booth space for its entire house- 
wares division, whereas previous 
shows had seen only its clocks dis- 
played. Part of the reason for this 
was the company’s desire to use the 
show to determine the interest of 
premium buyers in the broader lines 
being shown. 

To most observers, however, there 
was nothing startlingly new about 
the exhibits. There were Sade if any, 
items which became the talk of the 
show, an item of conversation when- 
ever show visitors got together. This 
has happened on occasion in the 
past, and to be present at the birth, 
or rather the debut, of a new item 
or program is an exciting event. But 
there were some new items, or new 
variations of old ones, to be found, 
and here are brief descriptions of 
what we ran across. 


Inflatable 
Catalog 


Plastic inflatable 
figures, either from 
stock designs with 
stock printing, from stock designs 
with custom printing, or in custom 
shapes, are described and illustrated 
in a folder from Alvimar’s Premi- 
um Division. Shown are a number 
of balls and toys, along with the 
premium promotion material which 
introduced them. 

A sheet of squared paper is also 
enclosed, so promotion men may 
sketch their own designs and ideas 
to obtain both suggestions for cam- 
paigns and estimates of cost. 

. for more details circle 208, page 117 
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Kiddy 
Catch-All 


Fun for the chil- 

dren and perhaps a 

help to mother in 

keeping the nursery neat is the 

promise of a new item introduced 

by eee Specialty Products 
Corp., Easthamp- 
ton, Mass. 

Made of tubular 
steel in the shape 
of a standing rab- 
bit, the gadget has 
a large cloth bag 
designed to hold 
games, toys, cloth- 

> ing and almost 
anything else that an ingenious tod- 
dler can find to throw into it in- 
stead of leaving on the floor. The 
extended arms, with white knob 
endings, can be used for hanging 
coats and caps. 

The Kiddy Katch-All comes in 
two sizes. The 48” high model is 
designed to retail at $4.95; the 36” 
high one at $3.95. Both come indi- 
vidually packed, ready for shipping. 


Ingenious An 
Thermometer 


indoor ther- 
mometer, with a 
self-adhering back, 
was introduced by Ben S. Loeb Inc., 
290 Fifth Av., N. Y. 1. Just under 3” 
long, the plastic case can be simply 
attached to the side of a file cabinet, 
a desk or a wall. In minimum quan- 
tities of 500 pieces, the price is 15¢. 
Imprinting is available, if desired. 


Double For outdoorsmen 
Vacuum who want variety, 
Landers, Frary & 
Clark, New Britain, Conn., has in- 
troduced the “Safari,” a pair of pint 
vacuum bottles encased in tan 
leather-like vinyl with an adjust- 
able shoulder strap. 
The convenient unit, which is in 
a steel case for protection, has a 
suggested retail price of $5.95. 


Magnetic An 
Key Ring 


ingeniously- 
designed key ring 
of special interest 
to the motorist has been introduced 
by Intl. Magnetic Research Corp., 
1601 S. Michigan Av., Chicago 16. 

The key ring is divided in two 
halves, one holding a group of keys, 
the other a single one. The halves 
can be easily separated, so a motor- 
ist may leave his ignition key in his 
car when leaving it in a parking lot, 


without giving access to the keys to 
his trunk, his house or his office. 

The two halves are held together 
by a small circular magnet that 
locks firmly, yet can be separated 
without difficulty, and whose 
strength, the company claims, in- 
creases with use. 


Shopping 
Reminder 


To help the busy 
shopper remember 
what she is sup- 
posed to get, Marcie Corp. is offer- 
ing a 3%” diameter wheel which 
lists 92 common items that are on 
most shopping lists. A flick of the 
finger indicates, with a red signal, 
what should be bought. 

There is room for a store or prod- 
uct name in the center of each face, 
and for orders in sufficient quantity, 
the list of items included can be 
altered. Individually boxed, the Re- 
mindex is made to retail at $1. 

A descriptive sheet is available. 

- for more details circle 209, page 117 


Box Into 
Table 


A picnic box that 
converts into a 
four-place dining 
table for beach and picnic trips has 
been introduced by Re-Ly-On 
Metal Products, 236 Eagle St., 
Brooklyn 22. 

Empty, it weighs 9 pounds, closes 
to 14x14x11”, and offers a 32” top 
surface when opened, sitting 14” 
high on four tubular steel legs. The 
retail price is $12.50. 


Perk for 
Iced Coffee 


An unusual house- 
ware premium was 
introduced by Cory 
Corp., 3200 W. Peterson, Chicago 45. 
It is a percolator, made of glass, 
which can produce four to eight 
cups of hot coffee. If the user wants 
iced coffee, an icing tube, filled with 
ice, crushed or chipped, replaces 
the stem and basket to cool the cof- 
fee without diluting it. 

Called the Perc ’n Cool, the sug- 
gested retail price is $9.95. 


Powered 
Hand-Tools 


Thompson Designs, 
Franklin Park, IIL, 
introduced a set of 
battery-powered tools,each of which 
is equipped to do a special job. A 
pair, Lady Manicure and Mr. Mani- 
cure, comes with buffers and grind- 





SCOTT, FORESMAN & CO. adds its name to the growing list of publishers who use Vinyl ‘‘PX’’ Cloth with this handsomely bound textbook, ‘‘Wide, Wide 
World’’, printed by Mid-City Lithographers, Inc., Chicago; finished by Paper Converting and Finishing Co., Chicago; binding by L. H. Jenkins Inc., Richmond, Va. 


It’s clear, crisp, colorful-it’s vinyl PX® cloth 


Count on sparkling clarity of print, design, and 
colors with Du Pont vinyl-impregnated “‘PX”’* cloth. 


Its snow-white surface is uniform . . . gives a better 
lay of ink, superior adhesion. Durable, too. Vinyl 
*“PX”’ cloth is ten times more scrub-resistant than 
pyroxylin materials of the same grade . . . can take 
roughest service. It meets Commercial Standard CS- 
57-40 and the Official Minimum Manufacturing 


Standards and Specifications for textbooks. For in- 
formation and samples, write: E. I. du Pont de 
Nemours & Co. (Inc.), Fabrics Division, Depart- 


ment AR-2, Wilmington 98, Delaware. 
*Reg. U.S. Pat. Off. 


BETTER THINGS FOR BETTER LIVING 
--.»THROUGH CHEMISTRY 


REG. U. 5. Pat. OFF 
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ing wheels especially designed for 
fingernail care. Van-Guard cleans 
and polishes teeth, and Hobby Pal 
is good for doing light jobs in model 
building. 

Each uses standard flashlight bat- 
teries, and comes in a neat plastic 
case. Prices vary, depending on ac- 
cessories furnished and on quanti- 
ties, but run, in small quantities, 
from $4.95 to $6.40. Catalog sheets 
are available. 

+ for more details circle 210, page 117 


Universal 
Premium 


Everybody likes his 
initials on the 
things he treasures, 
which makes this set of gold initials, 
made of Mylar, with pressure-sensi- 
tive backing, a premium that should 
attract many types of buyers for 
many different kinds of products. 

The premium offer can be varied 
according to the needs of the user. 
It can come in assortments of varied 
sizes, with a strip of 50 costing as 
little as 6%4¢, or a package of 200 
assorted initials can be used as a 
self-liquidator at 50¢. 

Samples and information can be 
obtained from Larido Corp., New 
York, premium agents for the man- 
ufacturer, Imperial Monograms. 

. for more details circle 211, page 117 


Beauty Bath Match Pack 
Bows as Traveler’s Pet 


A first cousin to the match pack 
specialty item with hand cream, etc., 
is the new “Sofique,’ an exciusive 
formula beauty bath oil in a con- 
venient plastic packet. 

Introduced by Premium Sales 
Division, New York, Softique con- 
tains enough bath oil for one !uxuri- 
ous bath. The cover of each booklet 
is reserved for advertiser’s imprint, 
etc. Quantity prices are available. 

. for more details circle 212, page 117 


Boston Tea Party, Music 
Combine for Premium 


An interesting premium tie-in is 
the musical idea being promoted by 
Salada Tea using the Boston Pops 
Orchestra. 

Combining good music and tea, 
the Salada promotion offers the 
consumer a high-quality $4.98, 12” 
long-playing record, custom-pro- 
duced by RCA Victor, for only 
$1.25 and the guarantee panel from 
any Salada package. 

The premium promotion is being 
backed by _ promotional pack 
sleeves, holding record offer coupon 
books in Salada Tea retail displays 


PERSUASIVE PREMIUMS—GENEROUS GIVEAWAYS 


at your Command with the new 


OAK LINE CATALOG 


* World Globe 
Balloons 


* Bowling Ball 
Balloons 


* Photo 
Balloons 


* Beach Balls 
* Punch-O-Balls 


* Miniature 
Sports Balls 


* And More .. 


complete-coverage advertising imprints . . 
color in this new Catalog-Price List. 


. many with OAK’s exclusive 2-Color and 
. all illustrated in full 


Write for your FREE Copy TODAY 


THE OAK RUBBER COMPANY 


227 Sycamore St. 
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Ravenna, Ohio 


Tea and Music . . . Salada-Shirriff-Hor- 
sey promotes Salada tea sales with RCA 
Victor long-play record featuring Boston 
Pops Orchestra. 


plus special ads announcing the of- 
fer in Look and Readers’ Digest. 
The Salada-Junket Div., Salada- 
Shirriff-Horsey is stimulating deal- 
er acceptance by offering a display 
allowance and_ point-of-purchase 
material. 44 


Changeable Nameplate 
Developed for Desks 


An executive desk nameplate has 
been developed with re-usable let- 
ters that snap in and out easily by 
hand. 

The three dimensional letters are 
triple chrome-plated; the bases are 
available in a black or brown wrin- 
kle finshed. Heavy bases are 914” 
long; hold 15 letters. 

They can be purchased for gifts 
with the name already set up, or 
not assembled. Price, $4.95 each, 
in gift box. A kit is also available 
which has bases and letters for 15 
nameplates at a price of $74.55. 

Complete information can 
obtained from Douglas-Stemac Co., 
Dept. A., 620 12th Av., S., Minne- 
apolis. 44 


Custom Puzzle Contributes 
To Employe Understanding 


A new premium that’s custom- 
designed to build better employe 
understanding in a company is the 
“Polyomino Puzzle” introduced by 
American Machine & Foundry Co., 
New York. 

Constructed on a geometric prin- 
ciple called “Polyominoes” the AMF 
puzzle consists of squares which, 
when put together to form a check- 
erboard show how each company 
division and subsidiary contributes 
to form the complete corporate 
picture. 44 





Five-Part Campaign . 


Direct Mail 
Helps Open 


a New Plant 


. . These five pieces made up the entire 


promotion. Four included inexpensive gimmicks on regular let- 
ters; the fifth, and final, piece had a stainless steel letter- 


opener in a special folder. 


A simple direct mail cam- 
paign, using inexpensive 
letter attachments, cre- 
ated public interest in a 
new factory. 


By Murray Reiter 

President 

Light & Power Utilities Corp. 
Memphis, Tenn. 


I suppose I’m the classic client — 
the one who says to his advertising 
agency: “I want a series of mailing 
pieces. Make them bright, and clev- 
er, and catchy . . . and don’t spend a 
whole lot of money!” Clients like to 
toss problems like this to their agen- 
cies. It keeps them alert, on their 
toes. (Agencies, I’m told, love cli- 
ents who give them a real chal- 
lenge.) 

Anyway, to build up interest and 
impact for the formal opening of 
our second plant, in Olive Branch, 
Miss., I asked our advertising agen- 
cy, Merrill Kremer Inc., Memphis, 
Tenn., to prepare a series of mail- 


ing pieces. Seriously, I didn’t restrict 
them as to the amount they could 
spend. I just asked for something 
“different” and with the “light 
touch.” 

The result, thanks to the agency 
and its account executive on the 
L & P account (Dr. Robert M. 
Cooper), was one of the most 
talked-about direct mail campaigns 
we have ever had. Surprisingly 
enough, total cost of the series was 
very low. 


> The basic idea of the campaign 
was a series of individual pieces, 
each representing one stage of the 
building process. Each piece fea- 
tured a single unusual object, with 
an appropriate, breezy headline. 
There were five pieces in all... 
mailed out at roughly 10-day inter- 
vals to give a kind of speeded-up 
picture of the progress of construc- 
tion. 

The first piece featured a small 
cellophane bag filled with dirt. 
Headline was “Here’s the Real 
Dirt!” The copy went on to say that 
the dirt came from the first shovel- 
ful of earth at ground-breaking cere- 
monies, mentioned the fact that tre- 
mendous increases in sales had made 
this new plant necessary, and an- 
nounced that the reader would be 


kept informed of subsequent stages 
as building went on. 

Then in turn came a piece headed 
“Hey — We've Got the Steel,” one 
headed “We’re Really Wired!”, fol- 
lowed by the fourth piece headed 
“Are We Tearing Our Hair!” (The 
fifth piece was a special one which 
I'll describe later.) 

The “Steel” piece, of course, poked 
fun at the fact that we had been 
caught by the steel strike. The 
“Wire” mailer announced that the 
building was up, and eletrical wir- 
ing had begun. The “Hair” piece 
comically described the woes of 
moving into the new plant. 


> Finding the objects that illustrated 
each mailer wasn’t always easy. The 
“Wire” piece had a big “W” in the 
headline that was made from a piece 
of real wire that we use in wiring 
the fluorescent lighting fixtures we 
make. The “Hair” that we tore for 
the moving-in mailer was real hair 
— cut from switches that the agen- 
cy bought at a five-and-ten cent 
store and stuffed in a cellophane 
bag. Toughest thing to find was a 
big “S” made of steel for the capital 
letter in the “Steel” piece. 

The agency blithely asked us to 
cut these “S’s” out of the flat sheets 
of steel we use for fixtures. This we 
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What about a 
POSTCARD 
PROMOTION? 


product advertising cards... 
premium and sale announce- 
ments. ..new facilities—all lend 
themselves to effective use of 
low-cost full color Mirrokrome 
post cards. 

Call or write us for the details. 


H. S. CROCKER CO., Inc. 


1000 San Mateo Drive, San Bruno, California 


SALES OFFICES: . . . Atlanta - Baltimore - Cincinnati 
Chicago - Dallas - Detroit - Jackson, Miss. - Los Angeles 
Minneapolis - New York - Oakland, California - Omaha 
Philadelphia - Portland, Oregon - St. Louis - San Diego 
Seattle - Tampa - Winter Haven « San Francisco 


WRITE DREY 


When you have a list problem 
or want to reach specific 
markets 


ur Research Staff are experts 
sssembling A.O.T.U. (Avail 
able Only Through Us) mailing 
is of Individuals of Above 
Average Intelligence, Culture 


Income 


Our Brokerage Department can lo- 
cate and obtain any mailing list 
available. Our Compilation Depart- 
ment can build a list to meet par- 
ticular specifications and needs. Our 
Research Department can advise on 
all lists for “Persuasion by Mail” 
campaigns. For information and 
prices, state your list problem as 
fully as possible. 


WALTER DREY, INC. 


Mailing List Consultants 


257 Park Ave. South 
New York 10, N. Y. 

333 N. Michigan Ave. 
Chicago 1, Illinois 
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did for a sample piece, and the re- 
sult was spectacular. But our pro- 
duction manager flatly refused to 
halt his line for the hours it would 
take to cut these letters out one at a 
time .. . and I had no inclination to 
spend the money it would have 
taken to have a special die made to 
stamp them out. 

While we were all mulling over 
this dilemma, our office boy solved 
it with a single stroke of genius. 
“You looking for a big ‘S’ made of 
metal?” he asked. “Why not use 
this?” and he stooped down, picked 
off the floor a big “S-hook” we use 
to hang our fixtures. We had our 
perfect “S”, all ready to use, at a 
cost of less than a penny apiece! 


> Speaking of cost, the whole cost of 
all four of these mailers, as I said, 
was fantastically low. Each piece 
was printed on our own Multilith 
machine on our regular 81x11” let- 
terhead. Cellophane bags (we used 
about 6,000) cost 35¢ per hundred. 
The five switches that provided the 
hair cost $1.60 each. The dirt, of 
course, was free. The wire came 
from odds and ends of scrap. The 
pieces were assembled by our own 
office staff in slack moments. 

The fifth mailer, however, was 
more elaborate. Here the “gadget” 
was a metal letter-opener, pur- 
chased in Italy and stamped with 
our distinctive “L & P” circular em- 
blem. The headline was “Get the 
Point?”, spotlighting the point of the 


letter opener. The slits in the cover | 


which held the letter opener in place 
allowed the blade of the letter open- 
er to be seen on the inside, where it 
cleverly formed part of the arrow 
pointing to a map that showed the 
location of the plant in Olive Branch. 
This piece was printed on heavy, 
rich-textured cover stock with a 
deckle edge. 

This last piece, of course, an- 
nounced the formal opening of the 
plant, and served as a personal in- 
vitation to the recipient to attend 
the opening ceremonies. 


> We had a tremendous crowd for 
our opening, and I know this unusu- 
al series of mailing pieces had much 
to do with the turn-out. One reason 
I know was that so many of the 
guests present made a special point 
of mentioning how their interest 


grew with each succeeding piece. A | 


number told me they came to look 
forward to the next mailing, and 
said they were sorry when the 
series ended. 

There is one more proof that the 
series was a great success: I can 
hardly wait to get Merrill Kremer 
Inc., started on a new direct mail 
campaign! 44 


BRODIE’S “FAMILIAR QUOTATIONS” 
A bird in the hand 


is soft in the head 
BARNEY KINGSTON 


That bird won't be soft in the head 
if you know how to handle her 
and we do. 


ub = 


Customers or birds, 

We never squeeze. 

We're very nice people 

Who say, “Thank you and please.” 


SERVICE 
ADVERTISING SERVICE 


* -9560 
$21 SOUTH WABASH — x — = 
Fast and Resourceful Servi oof 


me © Printing * Mailing 
7 mMechonicol Addressing 


ing * Mimeograph! : 
Multigraohing oe campelgnt 


Address! * Plate Cutting * - 
ecestlan Mechines * Complete 


Ist CLASS POSTAGE for 
3rd CLASS tai itett Wa 
€ 


@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 

@ Send it with your 3rd class cata- 
log in Du-Plex...letter arrives in 
distinctive 1st class compartment 
separate and apart from catalog. 

@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $40.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


Dy 2 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 





MRS JOHN TOBIN 
65 SOUTH HANNOR ST 
|BOSTON 1k MASS L 
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Typical Card .. . This is one of Breck’s 
customer cards, with hand-written entries 
of orders, the name and address typed 
on front for reading, on back for address- 
ing, and punched holes for selection 


By Phil Hirsch 
A low-cost, high-speed addressing 
system which uses duplicating mas- 
ters prepared on a typewriter is 
cutting costs. significantly for 
Joseph Breck & Sons Corp., Boston. 
The system, in operation since Octo- 
ber, 1959, accommodates continuous 
labels, post cards, envelopes, and 
self-mailer brochures. It utilizes 
equipment manufactured by 
Scriptomatic Inc., Philadelphia, 
which makes up to 40,000 name and 
address impressions per hour. 
Breck sends out approximately 
12 million catalogs, flyers, and 
brochures annually. Individual pro- 
motions range in size from 3x5’ to 
814x11l”, and contain up to 72 
pages. The firm’s mailing list con- 
sists of close to a million names, 
each one of which is recorded, in 
reproducible dye, on a 3%4x7%%” 
tabulating card. The cards are 
stored, 125 per inch of depth, in a 
total of 24 tub files. One advantage 
of the system, reports Robert Belt- 
ing, Breck’s vice president and 


How Breck’s Handles 


Mass Addressing 


with Economy 


Sending out 12,000,000 pieces 

of mail a year, plus handling the orders 
that come in, needs an efficient 
system, if the work is to be done 


general operating manager, is that 
it reduces file space requirements 
by approximately 67%. Most im- 
portant, use of Scriptomatic mas- 
ters increases addressing speed, and 
reduces clerical and forms costs, 
drastically. 


> Formerly, Breck stored the names 
of its mail order customers and 
prospects on fiber stencils. Initial 
cost of these stencils was 1%¢ to 
2¢ each, Mr. Belting reports, 
and a well-trained stencil typist 
could prepare about 60 per hour. 
Use of Scriptomatic masters slashed 
forms costs to approximately a 
tenth of a cent per name, and cut 
preparation time to one-half of 
what it formerly was. The number 
of machines needed to prepare mas- 
ters was reduced from 12 to six, 
and there was a commensurate de- 
crease in the staff assigned to the 
job. 

“We now put each name in file,” 
reports Breck’s general operating 
manager, “for a total cost of ap- 


proximately one cent, versus four 
cents before. Another benefit is that 
the girls who prepare our Scripto- 
matic masters require less training 
than those who formerly made the 
stencils.” 


> The company must create a total 
of about 300,000 new masters per 
year. New customers account for the 
bulk of the workload, changes of 
name and/or address for the re- 
mainder. “In this one phase of our 
operation,” reported Mr. Belting, 
“the Scriptomatic system saves us 
approximately $9,000 a year.” 

The major advantage, however, is 
that now the company can prepare 
mailing labels for each catalog pro- 
motion in three days, instead of 
three weeks. 


> Breck publishes a total of eight 
catalogs: depending on sales condi- 
tions, five or six covering the gift 
line (housewares, jewelry, clothing, 
etc.) are prepared, while the other 
two or three are devoted to garden- 
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ing items. Speedier preparation of 
mailing labels means that a much 
larger group can be reached. For 
example, customers acquired just 
prior to the time a given catalog 
is printed are now included in the 
mailing. This was impossible before. 

Because of the timing of the cata- 
log promotion, there is always a 
large number of “last-minute” cus- 
tomers, and as a rule, they are par- 
ticularly good prospects for addi- 
tional sales. Thus, it is extremely 
desirable to send them the upcoming 
catalog. Says Mr. Belting: “By tele- 
scoping our addressing operation, 
the Scriptomatic system has signifi- 
cantly improved the return from 
these promotions, and helped us 
utilize every dollar invested in our 
direct mail program more effective- 
ly.” 

A “Scriptomatic Master Card 
Writer” puts the reproducible name 
and address on each of Breck’s file 
cards. This is a standard electric 
typewriter equipped with a roll of 
dye-impregnated transfer paper, in 
addition to the conventional ribbon. 
The name and address are typed on 
the front of the card in conventional 
ink, and simultaneously recorded on 
the reverse side in Scriptomatic dye. 
The latter impression can be dupli- 
cated well over 150 times; this is 
“more than enough to fulfill our 
needs,” reports Mr. Belting. 

The master is ready to be used as 
soon as it is typed. Breck has a 
Model 301 Scriptomatic machine, 
which is used mostly to imprint 
various types of continuous labels, 
and a Model 10 machine, which han- 
dles postcards, self-mailers, enve- 
lopes, and similar cut media. In 
either case, once the equipment is 
loaded with masters and material to 
be addressed, it operates automat- 
ically. The Model 301 produces be- 
tween 25,000 and 40,000 address im- 
pressions per hour; the Model 10, 
which will accommodate media 
ranging in size from 3x5’ to 12x14”, 
makes about 4,000 impressions per 
hour. 


> Shipping labels and other order 
documents are imprinted with a 
Scriptomatic hand addresser, right 
at the files. “Doing the job this way, 
rather than by machine, is much 
faster and more economical,” re- 
ports Mr. Belting. “It eliminates the 
need to collate, by hand, a group of 
masters with the corresponding 
order documents. Also, using a ma- 
chine, we’d have to accumulate a 
batch of orders prior to each run, 
which would delay some of them. 
And, since our orders arrive 
throughout the day, one Scripto- 
matic machine would be unavailable 
for other work.” 
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Handling an Order 

A portable printer 
uses the customer card 
to address labels, 
invoices, and all. 


The hand addresser’s major ad- 
vantage is that it permits Breck to 
imprint order paperwork and pro- 
motional literature concurrently 
from a single master card file with- 
out causing one operation to inter- 
fere with another. Conflict is elimi- 
nated by processing the order 
paperwork at the tub files; this 
keeps the tray intact for Scripto- 
matic machine runs. 


> Frequently, of course, orders come 
in when the needed masters are out 
of the file being prepared for a run 
through the addressing equipment. 
The order clerk then simply carries 
the paperwork to the machine sta- 
tion and transfers the necessary im- 
pressions there with the aid of her 
hand addressing tool. 

The Scriptomatic master occupies 
a small area at one end of the file 
card. Breck uses the remainder to 
record the customer’s order history. 
The date, product classification, and 
amount of each purchase are en- 
tered by hand. Order-processing 
personnel also punch holes along the 
edge of each card to show what the 
customer has bought in each of five 
years. 


> Ultimately, the company expects 
to acquire equipment which will 
sense these punches automatically 
and glean valuable analyses from 
the order-history record. With this 
equipment, the sales promotion de- 
partment will be able to sort mas- 
ters by type, recency or frequency 
of purchase, and address literature 
on a selective basis. 

Periodically, Breck purges its ad- 
dress files of all customers who 
haven’t ordered in two years or 
more. At present, this is a tedious, 
expensive job. Punch-sensing 
equipment will permit it to be 
mechanized completely. 

“The direct savings produced by 
conversion to Scriptomatic masters 


should repay the capital cost of the 
equipment well before it has to be 
replaced,” reports Mr. Belting. “The 
indirect benefits, however, are even 
more sizable. For example, being 
able to mail the catalogs to an im- 
portant segment of our audience 
that previously was overlooked has 
produced a substantial amount of 
new business.” 44 


Catalog Separates List 
Into Geographical Areas 


A catalog giving geographical 
counts for different classifications 
in a medical mailing list has been 
released by the Mailers’ Marketing 
Division, 406 W. 31st St., New York. 

This mailing list has been com- 
piled from the official American 
Medical Assn. record for the direct 
mail use of industries interested in 
reaching physicians. 

It is kept up to date on an IBM 
punched card system with data sup- 
plied by AMA headquarters. 44 


Pitney-Bowes Develops 
New Letter Sorter 


The newest in high-speed mail 
handling is the advent of “The Box- 
er,” a 75’ advanced design letter 
sorting machine developed by Pit- 
ney-Bowes Inc. 

Developed for the United States 
Post Office, the new machine was 
recently installed in the Washington 
post office where it sorted more 
than 60,000 “mixed” letters an hour, 
routing them to 300 destination 
boxes. 

The boxer was produced with 
more than a quarter of a million 
parts, and measures 7’9’’x75’. Electric 
eyes monitor all boxes and auto- 
matically actuate signal lights to 
indicate overfilling. Letters are de- 





Why be 


No wonpeR color is so appealing. 


It beautifies almost everything we 
see, from the pink toes of a baby to 
the vast glories of a sunset. 

Putting this national appeal into 
business printing need not be ex- 
pensive. Printing, even in one color 
on Howarp Bonn colors, achieves a 


HOWARD PAPER MILLS, 


INC. 


drab in a world of color? 


two-color effect. Howarp colors are 
widely used for letterheads, bulle- 
tins, inexpensive mailers, business 
forms. The colors are clean, clear, 
attractive. Quite naturally, they 
earn an extra measure of attention. 

Want to see them? We'll send you 
a sample book or, even quicker, any 


Howarp paper merchant, and most 
printers, can have samples on your 
desk today or tomorrow. Look at the 
color about you—then put color to 
work in your business printing. 

7 7 7 


ALL HOWARD PAPERS are quality 
controlled by Accupay 


* SUBSIDIARY OF \"/St.Regis +¢ URBANA, OHIO 


PAPER COMPANY 


Howard , bond 


“The Nation’s 


Companion Lines: Howard Ledger * Mimeograph 





“I attempted to show with color and design some of 


Discoveries IN) the strength and brooding genius of William Tecumseh 


Sherman.” Thus Roy H. Anderson describes this vital and 

mM . vibrant portrait of the Civil War leader. That he succeeded 
A erican Art in his ambition is compellingly proved by this reproduction 
on Maxwell Offset. While greatly reduced in size, the bril- 

...0n Maxwell Offset liance of the work, especially in color, is faithfully captured 


on this favorite offset paper. 


All Howard Papers quality controlled by Ace “URay Printed on Maxwell Offset-—Basis 80— Hand Made Style Finish 


HOWARD PAPER MILLS, INC. © Maxwell Paper Company ¢ Subsidiary of @)stRegis - Franklin, Ohio 





livered to destination boxes in ac- 
curate registration, making handy 
bundles ready for tying or packing 
into trays. 

The 12 operator consoles are 
angled in order to reduce fatigue 
and tension. Contoured keyboards, 
adjustable chairs, good light and a 
low noise level are all part of a de- 
sign which permits operators to 
work at top efficiency and low fa- 
tigue levels. 

Complete information is available 
from the Public Relations Dept., 
Pitney-Bowes Inc., Stamford, Conn. 


Mail Sorting Machine 
Described in Folder 


Information on the “Keytronic,” 
an automatic mail sorting machine, 
is available in an illustrated folder 
from Universal Business Machines 
Inc., Columbia, S.C. 

The machine can sort material 
from 4%x11” down to 234x4” with 
a maximum thickness of 3/16’. The 
capacity of each bin is a stack of 
mail approximately 5” high. Other 
models can handle from 6x11” down 
to 3x5”. 

Operators can work the machine 
with the same touch system on the 
control keyboards as on standard 
typewriters. Additional advantages 
include vacuum control feed head; 
bin capacity warning lights; dual 
keyboard for alphabetical and nu- 
merical sorting, and a motor-driven 
chain conveyor which delivers maii 
to feeding head by electrical con- 
trol. 

The Keytronic is well illustrated 
in the folder, with its key features 
numbered and described individu- 
ally. 

. for more details circle 221, page 117 


Saving Slant Gives Mailers 
Goodwill Approach 


Goodwill mailers, in the form of 
coin savings banks, have been in- 
troduced by Savings Specialties Co., 
Chicago. 

Made of folding board in a one- 
piece construction for easy mailing, 
the banks come to the user with 
instructions for assembling. Once 
assembled, the bank is in the form 
of a Santa Claus head, knight’s 
helmet, Sherlock Holmes, etc., with 
new designs coming off the drawing 
board frequently. 

Each bank is durable enough to 
hold from $40 to $50 in coins of 
mixed denominations. Coins de- 
posited are accessible only by cut- 
ting or tearing the folding board 
material and cannot be shaken out 


of the coin slot. Each bank is 
shipped in a 9x17% sleeve-wrapper. 

Advertising imprints are avail- 
able. 


- for more details circle 222, page 117 


Dunhill Catalog Revised 
For 1961 Mailing Lists 


A new catalog, giving facts on 
5,000 mailing lists now available, 
has been released by Dunhill Inter- 
national List Co., New York. 

This edition includes the addition 
of 3,000 new lists plus: 


e Index to Markets . . . to speed 
list selection by giving the page 
number on which information about 
every mailing list can be found. 


® Guide to Mail Order Markets... 
a section offering the rental of over 
1,000 mail order buyer lists in 50 
different merchandise classifications. 


The complete catalog covers every 
market, industry trade and profes- 
sion in the U.S., Canada and Latin 
America. 

- for more details circle 223, page 117 


all packeges are interectiog, partioglerly those 


eambered packeges tcettered everywhere at 


DECATUR-MEDART DISTRIBUTORS, INC. == >=~- 


mt bw 


APRIL 29th and 30th 


TICKET 


(pee os cue pusuppo vo 
pow med wom 
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Picture Proves Lure 


LOOKING FOR 


that 
are 
head and 
shoulders 


Crowd Responds to a 
Low Budget Campaign 


How to create a grand opening 
audience on a limited budget in a 
month’s time, was accomplished for 
Decatur-Medart Distributors Inc., 
Decatur, Ill., in two words: direct 
mail. 

Keyed to a single theme—parts— 
the company used four 115gx5” post 
cards, but printed them  simul- 
taneously four up on a Multilith. 
This saved considerable in printing 
costs, since the run was only 700. 

In order to get immediate atten- 
tion and at the same time encourage 
the reader to save the mailing and 
anticipate the follow-up, a beauti- 
ful model was used as the tie-in 
with the parts business. 


@ Mailer No. 1 showed only the 
legs of the girl, and tied in copy 
with—you guessed it—the parts 
business. 


® Mailers #2 and 3 carried other 
parts of the figure, while the final 
piece carried a jigsaw assortment 
which the reader could clip and 
assemble to produce the entire fig- 
ure which was pictured on the copy 
side of the card. 


> Each card also had a perforated 
ticket at the 5” end of the card. 
Each ticket was numbered, carried 
the date of the open house, a num- 
ber, and advised the reader to hold 
the ticket until opening date when 
he could check the number against 
gift packages on display during the 
opening dates. 

The fourth ticket was unnum- 
bered but did carry space for the 
reader’s name, address and phone 
number, which he was to supply 
and drop in a box at the Decatur- 
Medart company on opening day 
for a treasure-chest drawing. 

The cards were mailed a week 
apart during the four-week period 
preceding the opening. 


> Decatur-Medart Distributors Inc., 
reported a very successful response 
with lines forming outside the door 
on opening day, and most of the 
people had all four tickets from each 
of the mailers in hand. 

Commercial Letter Inc., St. Louis, 
designed and produced the mailers 
for Decatur-Medart. 44 
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Guard your famuly! 
Fight cancer with a 


checkup and a check — 


CANGER 
SUCIETY 
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The New and the Old . . . The new package, on the left, kept 
many of the characteristics of the old, such as the multi-colored 


polka dots, but added a realistic illustration of the product in 
use, a new logo and an identifying patch to specify color. 


A New Package that's 
not too New 


Scott Paper Co. wanted to hold 
onto the benefits of a familiar 
package, but to promote a new 
line of colored napkins by using 
a new package. Here’s the way it 


found out of the dilemma. 


By Allen Sommers 


There were several major con- 
siderations which prompted Scott 
Paper Co. to consider a redesign of 
the packages for its Scotkins paper 
napkin line. While the old package 
of over-all polka dots had been 
successful in establishing a point- 
of-purchase image, Scott felt a new 
package might protect the equity in 
consumer recognition of the old 
package and yet add plus features 
to the package design. 

Scotkins were to be introduced in 


colors and the old package design 
was felt to be an inadequate medi- 
um for introduction of color coding. 
In addition, it was felt that a new 
design might better express the fine 
quality of the product in a manner 
which would be more contemporary 
and remain so for an extended 
period rather than require change 
in the immediate future. 


> The Scotkins product manager, 
working with members of the com- 
pany’s ad agency, J. Walter Thomp- 
son, developed exploratory sketches 
first on the general suggestions for 
new packaging approaches. 

Lab testing further substantiated 
the need for package redesign and 
tests of preliminary design concept 
narrowed the scope of the redesign 
problem. Testing supported the 
original suspicions that the original 
Scotkins package was outdated and 


did nothing to stress either the value 
or the product or its superior qual- 
ity as a paper napkin. 

Once Scott and J. Walter Thomp- 
son were convinced redesign was 
in order and a direction was estab- 
lished, they selected Mel Richman 
Design Associates as the specialists 
to carry out the design program. All 
pertinent background data was 
turned over, including information 
on Scotkins marketing plans and 
objectives, the role of Scotkins pack- 
aging in the marketing plan, and 
what preliminary development and 
testing had shown. 

Mel Richman staff members then 
went out to a dozen or so supermar- 
kets to see firsthand what problems 
existed at the point-of-purchase 
which might not have been covered 
in client meetings or the data sup- 
plied. This step also allowed an 
evaluation of the effectiveness of 
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IS 
ONE 
OF YOUR 
BEST SALESMEN 


LYING DOWN 
ON THE JOB? 


The tag or label on your pro- 
duct can sometimes be your 
most important salesman. 


Let National Tag Company 
put new life in your product 
merchandising. Take advan- 


tage of National’s free design 
consultation service. 


Send us your require- 
ments for a new tag or 
pressure sensitive label 
«+. or send us your old tag 
. « « and we'll show you a 
new advertising piece cus- 
tom designed for your 
product. 


National Tag Company has a 
complete staff of artists and 
designers to give you prompt, 
efficient service. 


AND REMEMBER 
trade your old, time-worn 
shipping tags and labels for 
National’s dynamic new ad- 
vertising tags. They do so 
much ... and cost so little. 


337 S$, PATTERSON BLVD. @ DAYTON ¥ 1, OHIO 
PROMPT, PERSONAL SERVICE 
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Family of Packages 
The complete line 
supplemented each 
other in mass display, 
took advantage of 
advertising in other 
media, and reflected 
the end use. 


competitive packaging at the point- 
of-sale. 

After digesting the information 
supplied by Scott and that gained 
through the store trips, the Mel 
Richman designers established ob- 
jectives which were to run through- 
out the program: the new package 
should reflect dignity, sophistica- 
tion and quality, consistent with that 
of the product, and yet be suitable 
for every day use. The packages 
must appeal to a broad market, 
they must retain design elements 
already associated with the prod- 
uct by the shopper, e.g. the multi- 
colored polka dots. 


>» Several weeks later, they pre- 
sented their preliminary sketches to 
Scott marketing people. These new 
designs were tailored to work well 
in stacks or multiple facings, in 
displays or singly. The Scotkins 
napkins themselves were shown 
vividly on the front, tastefully folded 
on attractive plates. A color rec- 
tangle gave each package color cod- 
ing, and added a strong attention- 
getting element when they were 
seen stacked or in line. 

The designers used the plates in 
the product illustrations to give a 
distinctly different feel for each 
product: a formal elegance for the 
plate on the dinner napkins box, a 
bright casualness for the plates on 
the luncheon size napkins. The fa- 
miliar Scott polka dots were still 
there, but were brighter and more 
tastefully distributed. The Scotkins 
logotype had become much more 
legible and was positioned more 
prominently. 

From these first design sugges- 
tions, Scott picked three designs to 
be refined further. Each of these 
three had strong shelf impact, a 
distinct consumer appeal, a “qual- 
ity look” to reflect the quality prod- 
uct. They were all easy to identify, 
offered easy incorporation in ad- 
vertising, and each was calculated 


to work well in multiple facings, 
in displays or by itself. 


> Scott had another meeting with 
the designers, when they were ready 
to review the refined versions. Im- 
provements had appeared at this 
stage, too. For instance, on dinner 
Scotkins, the back of the package now 
carried a full color photo of the 
product in actual use. It showed the 
housewife what she could achieve 
with Scotkins and showed the nap- 
kins in a setting of high style, taste- 
ful entertainment. On the luncheon 
line, the designers had interpreted 
the current Scott print advertising 
campaign for use on the back of the 
package. That gave even more mile- 
age on the advertising investment 
and made the most of point-of-sale 
space. 

Studying these refined versions 
with the people from J. Walter 
Thompson, Scott made a final choice. 
This design was executed compre- 
hensively by MRDA. Then the Scot- 
kins product manager presented the 
new line to Scott's Management 
Committee, with a recommendation 
for its adoption. The committee ap- 
proved the design enthusiastically 
for the complete line—dinner nap- 
kins plus the luncheon napkins in 
white and the new yellow, pink and 
sandalwood luncheon varieties. 

MRDA went into production of 
finished art: color photography, re- 
touching, typesetting, mechanicals 
for the printer. Here, perhaps, was 
the really crucial step, because you 
can so easily lose the professional 
gloss, the quality, impact and appeal 
in the design, if it is poorly in- 
terpreted and if the printer is poor- 
ly informed. They took special 
pains to see that this couldn’t hap- 
pen to the new line of Scotkins 
packages. 


> At the end, lining up the new set 
of Scotkins against the old ones, 
everyone was gratified by the effec- 

+++ continued on page 84 





Is he just a medley of hums, buzzes, 
bells and voices? . . . or do you 
actually see him? 

Well, we at Rapid bow to no one 
on the speed and accuracy of our 
telephone order services. But we 
insist that our representatives see 
you, too! 

This is because our people have a 
lot to offer. Their own experience. 
The know-how of more than three 
hundred people in our seven key- 
city operations. A range of duplicate 
printing materials that runs from 


mats to plastic newspaper and maga- 
zine plates—from electros to the far 
advanced solid-copper, four-color 
Atlantictypes. And some product 
plusses you have to see to believe! 

Honestly, we think you'll be in a 
better position to decide among 
Rapid’s full line of products—and 
keep up with their continuing im- 
provements—if you see the Rapid 
man regularly, face to face. 

Besides, you'll like him! Why not 
call for his knowledge and help 
today? 


Personal touch in mat making. Every 
flong is expertly inspected and fin- 
ished—by men who know the craft 
to guarantee you deep, clean, true- 
fidelity mats. 


THE RAPID 


ELECTROTYPE CO. 


711 FIFTH AVENUE 
DIVISION OF 
Ponts Electrotype Co. 
44 


Statler Building 
Boston 16, Mass. 


NEW YORK 22, N. Y. 


RAPID-AMERICAN CORP. 


Northern Electrotype Co. 
41 Burroughs Ave. 


HAncock 6-9665 


Detroit 2, 


ichigan 


TRinity 5-6780 
Atlantic Electrotype 
& Stereotype Co. 
228 East 45th St. 
New York 17, N. Y. Philadelphia 7, Penn. San Francisco 17, Calif. 
MUrray Hill 7-0900 LOcust 3-5902 DOuglas 2-8427 


MANUFACTURING THE FINEST QUALITY DUPLICATE PRINTING MATERIAL—NEWSPAPER MATS, PROOF MATS, R.0.P. COLOR MATS, THERMO- 
PLASTIC AND THERMO-SETTING PLASTIC PLATES, ELECTROTYPES, STEREOTYPES, BISTA PLATES, FOUR-COLOR RAPID ATLANTICTYPES. 


Rapid Electrotype Co. 
McMicken at Race Ave. 
Cincinnati 14, Ohio 
PArkway 1-3577 


Rapid Bocrotpe Co. 
121 West Wacker Dr. 
Chicago, Ill. 
DEarborn 2-2016 


Sests Electrotype Co. 
243 N 


Rapid Electrotype Co. 
orth Juniper St. 955 y 


Front St. 
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“In our search 
for ideas, 
nothing tops 


Ad Requirements” 


says MAXWELL C. ROSS 


Mr. Ross and Old American Insurance Company are typical 
of the advertising-sales promotion professionals and im- 
portant buyers of advertising products and services you 
reach in the pages of Advertising Requirements. 


A pioneer in insurance for senior age groups, Old American 
was Started in 1939. This Kansas City (Mo.) firm now makes 
available life, health and accident insurance for both 
young and older persons via its direct-by-mail department 
as well as through agents. Old American's annual direct 
mail operations account for expenditures of well over 
$1,000,000, and a yearly space advertising budget of 


Director of Advertising 


Old American Insurance Company 


$250,000 also is part of its promotional effort. In addi- 
tion, according to Mr. Ross, the company is constantly 
on the lookout for new ideas in audio visual devices for 
sales training, incentives and prizes for agents and other 
employees, and sales aids. 


An award-winning direct mail authority, Mr. Ross came 
to Old American in 1953 from the post of subscription 
promotion manager for Cowles Magazines. His published 
works include the “National Research Bureau Manual of 
Successful Business Letter Writing” and “How to Work 
with Mailing Lists.” 





“if | were asked to name the best trade publication sources 
for ideas, | could think of none better than Advertising 
Requirements.” 


““Everything’s up to date in Kansas City’—partly because we 
keep up with the latest developments in visual aids, sales train- 
ing devices, etc., by reading Ad Requirements.” 


«a &* 


200 E. WLINOIS ST., CHICAGO 11, * 


630 THIRD AVE., NEW YORK 17, N.Y. 


“These are the executives who plan and administer Old 
American’s vast direct mail program. Incidentally, all of them 
are on the AR routing slip.” 


“The only way to uncover certain types of information is dig. 
Digging is a whole lot easier to do in AR because of its classi- 
fication system. We never throw away a back copy.” 


IDEABOOK OF ADVERTISING AND SALES PROMOTION 


Advertising 
Requirements 


PRINTING, PAPER & PLATEMAKING + DIRECT 
ADVERTISING + LAYOUT & TYPOGRAPHY - 
AUDIO & VISUAL AIDS + SHOWS & EXHIBITS 
+ SIGNS & DISPLAYS + PACKAGING & LABEL- 
ING + ART & PHOTOGRAPHY - PREMIUMS, 
PRIZES & SPECIALTIES 





tiveness. There was obviously much 
stronger shelf impact. Brand rec- 
ognition was far easier—and bound 
to be retained longer. The product 
was now faithfully reproduced on 
the box, which meant more prod- 
uct appeal. Now, even with the 
strong common denominator of the 
new designs, the individual dinner 
and luncheon styles stood out well. 
A strong “Scott” corporate image 
had been maintained through the 
style and execution of the design 
—and achieved a carry-over of 
consumer equity, through the im- 
proved polka dot motif. 

This refreshing new look has al- 
ready had good acceptance from the 
retailer and the consumer. (Scott 
will be able to introduce new colors 
or styles into this design series 
easily, too). And they expect to 
reap dividends on this redesign pro- 
gram for years to come. 

It may take imagination and 
courage to accept a face lifting for 
your favorite, tried and true pack- 
age, but Scott found that it’s more 
than worth the effort. In fact, this 
is one area where you can open 
brand new avenues of consumer 
appeal for your product, at nominal 
cost—and automatically get added 
mileage on your product research, 
your advertising and your merchan- 
dising investments. 44 


Modern Packaging Comes 
To Friendly Druggist 


After all these years of selling 
pills in a paper sack, “your friend 
druggist” (ours isn’t a bit friendly) 
will be giving you a better-looking 
package for your money. 

The new package consists of two 
parts: 


® an attractive backing curd per- 
manently recording the customer’s 
name, prescription number, doctor’s 
name and the amount of the pur- 
chase. 


e a clear, plastic covering for put- 
ting over the prescription vial 
when it is placed on the card. Called 
“Medi-Seal,” this covering has a 
pressure-sensitive flange which 
seals the prescription to the card. 


According to George Hasslinger, 
general manager of the Medi-Seal 
Co., the new package has many ad- 
vantages over the old-fashioned dis- 
pensing method. 

“The customer is pleased with 
this new packaging service,” says 
Mr. Hasslinger, “because he has a 
permanent record of his prescription 
for possible reorder and income tax 
purposes. All he need do is tear off 
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Pharmaceutical Advance . . . New Medi- 
Seal package consists of background caru 
with permanent record section and pres- 
sure-sensitive plastic blister cover. 


the perforated top part of the card 
and put it away in a safe place. 
Second, the customer is assured 
that his prescription is extremely 
well protected by the new blister 
package.” 

The druggist, too, is pleased with 
the package, pointed out Mr. Hass- 
linger, because “he can offer his 
customers a unique, individualized 
prescription package service. More- 
over, his name, address and phone 
are printed on the permanent rec- 
ord to constantly remind the cus- 
tomers of the store’s thoughtful- 
ness ... and his professional back- 
ground through this individualized 
medicinal dispensing package.” 

The complete package including 
art and design, printing of card, 
forming of blister, was developed by 
the Jackmeyer Corp., New York. 

It is estimated that 85 to 90% of 
all tablet and capsule prescriptions 
can be packaged in Medi-Seal. The 
Medi-Seal Co. expects to introduce 
a similar package for liquid pre- 
scriptions and large-size vials. a4 


New Labels Developed 
With Humidity Resistance 


Facts on a new gummed label 
product, reported to offer resist- 
ance to problems caused by hu- 
midity, are available in a folder 
from the Kalamazoo Label Co., Kal- 
amazoo, Mich. 

Printed on Prone gummed paper, 
the Kalamazoo labels are described 
as able to “lie flat, without curling 
or pre-sticking through extreme 
variation in temperature and hu- 


midity.” Yet, says the company, it 
has sufficient body and bulk to han- 
dle well in a labeling or imprinting 
machine. It feeds flat without curl, 
offers no labeling resistance, con- 
forms readily to a product surface, 
and forms a_ strong, permanent 
adhesive bond. 

The labels are available in a va- 
riety of finishes, single and multi- 
colors, plain or varnished. 

The descriptive folder is printed 
on the label paper and contains 
samples. 

- for more details circle 220, page 117 


New Machine Produced 
For Small Article Inserts 


A mass-produced machine to 
automatically fold small package in- 
serts is being introduced by Super 
Speed Inc., Chicago. 

With its main application in the 
pharmaceutical and cosmetic in- 
dustries, the “Master Minifolder” is 
capable of turning out hundreds of 
inserts per minute, each one folded 
as many as eight times (four par- 
allel and four right-angle folds) to 
the thumbnail size of 9/16”. 

The minifolder is equipped with a 
single stream suction hopper, feed- 
er can handle any stock, coarse or 
fine, including tissue down to the 
smallest sizes. 

The folding plates are composed 
of nickel-plated rods to give effi- 
cient folding even with thin or soft 
paper. All folding rollers are easily 
adjustable one to another with ad- 
justing screws readily accessible. 

The paper is conveyed from one 
folding unit to the other by means 
of a table with diagonal rollers, the 
sheets being automatically regis- 
tered and guided to the next fold- 
ing unit. The minifolder can ac- 
commodate sheet sizes from 2x234”’ 
to 8144x1134”. 

Complete information is available 
from Super Speed Inc., 742 S. Sher- 
man, Chicago. 44 


This is the new miniature giant econ- 
omy size! 
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Pleasing, expressive tones, brilliant or muted, 
are enhanced appreciably by printing them 
on the right paper for the specific job. Se- 
lecting printing papers deserves the creative 
counsel of a qualified specialist. Such is your 
Oxford merchant. He stocks the full line of 
superlative Oxford coated text and matching 
cover papers; he can deliver immediately 
the right Oxford grade to suit precisely your 
printing and budget requirements. 


Oxford North Star Papers, pride of the line, 


are a new family of trailing-blade-coated 
papers, distinguished for their remarkable 


levelness and their excellent printability. 


North Star superiority among coated papers 
can be demonstrated for you by your nearby 
Oxford Merchant. For his name, drop usa 
card at 230 Park Avenue, New York 17, N.Y. 


NORTH STAR LETTERPRESS PAPERS 
Polar Superfine Enamel 

Mainefold Enamel 

NORTH STAR OFFSET PAPERS 

Polar Offset Enamel 

basis 25 x 38-100 Ibs.) 

Polar Offset Enamel Dull 

Mainefiex Offset Enamel 

Mainefiex Offset Enamel Dull 


OXFORD PAPER COMPANY 


SALES OFFICES: NEW YORK « CHICAGO « BOSTON 
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Advertisers Buying Guide 


COMIC BOOKS 


The once-lowly comic book, once considered for children 


alone, is now doing a man-sized sales promotion job. 


Here’s how to use it and where fo get it. 


By Ted Sanchagrin 
AR Eastern Editor 


When was the last time you con- 
sidered using a comic book as part 
of your public relations or sales 
promotion programs? Don’t laugh. 
Many national companies are em- 
ploying them _ successfully these 
days. To name a few—Goodrich, 
Chrysler, Allis-Chalmers, General 
Electric, Howard Johnson’s. 

Chances are that many other 
companies still consider comic 
books, whether newsstand or com- 
mercial, as kid stuff. Or they re- 
member rather vividly that the 
newsstand variety had to be cleaned 


of blood and bosom six years ago 
with the formation of the Comics 
Code Authority. 

AR has found in this exclusive 
survey of commercial comic books 
(also called industrial, business, cus- 
tom and made-to-order) that some 
of the better ones are beamed at 
some youngsters at a pretty brainy 
level, and at adults, too. With the 
recent development and use of 
heavier, whiter stock, relatively in- 
expensive, there are signs that these 
books may gain even wider accept- 
ance by business. 


> To understand how = successful 
these commercial comic books can 


be, consider General Electric’s edu- 
cational series, “Adventures in Sci- 
ence.” 

Since 1945, GE has published 15 
such books. Nine are still in print. 
In the past 15 years the company 
has distributed 71.5 million copies to 
high school science teachers and 
students. The first one, “Man-Made 
Magic,” is still in print and has 
reached 6.5 million circulation. The 
eighth and most popular, “Inside the 
Atom,” is still going strong at 10.2 
million. The current one, “Our 
Place in Space,” has “sold” 3.6 mil- 
lion already. “Sold” is partially cor- 
rect. While GE makes the books 
available without charge to teach- 
ers (35 books in a classroom set), 
it charges other companies and or- 
ganizations a nominal fee of three 
cents a copy. 

Dwight Van Avery, manager of 
educational relations materials, GE, 
New York, introduced the first book 
half apologetically. But this was the 
first reaction from a Vermont teach- 
er: “We have come to this! Please 
send me 90 copies.” Mr. Van Avery 
is a former high school and college 
English instructor. 

The company handles most dis- 


Graphic Arts * 87 





tribution itself. Occasionally it in- 
troduces a comic book as an adver- 
tising insert in Scholastic Magazines 
(Senior Scholastic, Junior Scholas- 
tic and Scholastic Teacher, the latter 
with a teaching guide). “Adventure 
into the Past,” “More Power to 
America Special,” “Science in Your 
Future” and “Our Place in Space” 
were introduced in this fashion. 

How successful is this program? 
GE has proved that comic books, 
intelligently prepared and merchan- 
dised, can be powerful teaching aids 
and public relations tools. It is no 
accident that GE gets ‘em young. 
Teachers consistently name _ the 
company in surveys as doing the 
best job of industry-education. And 
students say in other surveys that 
they’d like to work for GE when 
they are ready to leave school. In- 
cidentally, some of these books have 
been translated and published in 
Brazil, Argentina, Uruguay, Pakis- 
tan, Norway, Finland, England, 
Australia, Vietnam and India. 

The happy, long-term supplier for 
these GE books is Pictorial Media 
Inc.. New York. Pictorial sees a 
growing dependence by education 
on companies for interesting, 
stimulating, current teaching aids. 


> Another company which has used 


the Scholastic-insert approach is 
Goodrich with its “Tommy” series. 
“Tommy Gets the Keys,’ which 
seeks to educate youth in safe driv- 
ing, was issued in 1954 and reprinted 
in 1959. Distribution represents 6 
million copies. “Tommy Looks at 
Farming” came out last year. The 
initial print order was 3 million. 

Chrysler is a major user of com- 
mercial comic books, and Johnstone 
& Cushing, New York, is another 
top creative source. Allis-Chalmers 
is also a J&C client. 

Chrysler’s annual volume in comic 
books stands at 2 million. These are 
distributed to Chrysler dealers, who 
give them to their prospects and 
customers. Chrysler started at a 
relatively modest clip in 1957 with a 
700,000 order for “Driving the Tor- 
ture Track.” In 1958 it came out 
with “A Behind-the-Scenes Story at 
Chrysler Corporation.” The next 
year it was “The 1959 Cars of the 
Forward Look.” In these years its 
comic book volume increased to 1 
million annually. Last year it went 
up to 2 million with “Things That 
Even Dads Don’t Know About.” 

Allis-Chalmers has_ distributed 
some 7 million comic books since 
1955 to electric power companies, 
for which it manufactures heavy 
generating equipment. Local utility 


», Every Shot Counts 
" 


Every exposure you give your 

service or product counts with your 

prospect for good or bad. Be sure 

NOM Cety. CLE UCM ag nt 

scores and sink in with di 

and accuracy. Pass the 

Service Typographers, tops in the 
% MM may tee ela isrle 

‘ r ‘ 


on the points, ca 


ETVICE 1 
all your a7 tlle LOL 
TTR) Ae Lise 18 


SERVICE TYPOGRAPHERS, INC..728 S. WELLS, CHICAGO 7, ILL. HA 7-8560 i. ’ 


ew. 


diidcdinee and Cushing 


137 EAST 57th STREET, NEW YORK 22, 
PLAZA 3-5770 
AN ART SERVICE SPECIALIZING IN CONTINUITY STRIPS, CARTOONS AND LIGHT ILLUSTRATIONS 


88 + GR - February 1961 


companies make good use of the 
Allis-Chalmers comics. Ever hear of 
“The Ghost Town That Came to 
Life”? It’s an A-C historical-factual 
-educational comic book. Between 
1955 and 1959, it went through 
several printings, with a total dis- 
tribution of 2 million copies. It has 
been translated into French and 
distributed in Canada. “Pop Go the 
Fuses” had a distribution of 3 mil- 
lion copies in 1956-57. Revised with 
a new cover and title in 1958 as 
“The Case of the Blown Out Fuses,” 
it is still current, pushing 2 million 
copies. 


>A standby among commercial 
comic books is “Steel” by the 
American Iron & Steel Institute. It 
bowed in 1948, has undergone five 
re-runs totalling 1 million copies. 
General Motors ordered a special 
run of 325,000 and distributed them 
via its information rack service. 
Printed for the use of AISI com- 
pany members, it usually bears a 
steel company imprint. 

It tells the story of the steel in- 
dustry in America to “Jimmy,” who 
has to write a school paper. It’s 
beamed at children, and written and 
edited by college professors. Prof. 
Frank Kolars of Hunter College is 
the author, and Prof. Harvey Zor- 
bough of the NYU _ educational 
sociology department is the editor. 
Minor changes in research panels 
have kept it up to date. 


> Did you ever hear of the comic 
book series, “Adventures of the Big 
Boy”? It’s worth noting. 

The Big Boy chain of drive-in 
restaurants and coffee shops was 
opened by Robert C. Wian Enter- 
prises in Los Angeles, spread to the 
Midwest and Southwest, and is now 
invading the East. It has 200 fran- 
chise shops, and has just begun its 
fifth year of consecutive monthly 
comic books, with No. 49. Monthly 
printings have averaged 300,000 
copies — a four-year total of 14.7 
million copies. These are cashier 
desk or drive-in tray giveaways. 

Aside from comic content, every 
issue has a Cola-Cola tie-in page. 
ad (Coke is sold in Big Boys). And 
100,000 copies in Los Angeles and 
25,000 in Pittsburgh carry a KRCA- 
TV and KDKA-TV tie-in page ad, 
respectively. In LA it’s Bob’s Big 
Boy, and in Pittsburgh Eat ’n Shop. 


> All of these comic books are the 
traditional type (16-page self-cover, 
7x10”, newsprint). But there are 
and have been other types as, for 
example, the “Birds Eye Kids” 
series. This was a 16-page plus 
special cover. It’s mentioned be- 








Progressive Color Stats are 
highly faithful facsimiles of any 
color copy (transparency, photo- 
graphic print, oil, water color, 
etc.) in any quantity and in any 
size up to 16” x 20”. Produced 
with speed and economy. 

Used for layouts, displays, 
sales portfolios, etc. Complete 
information in our folder “Tips 
on Color Stats” will be sent 
upon request. Phone or write. 


PROGRESSIVE Composition Co. 
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cause it won a couple of awards in 
its day, which was 1958. 

Four titles were printed for 
General Foods by Timely Illustrated 
Features, New York. “The Birds 
Eye Kids Give a Party,” “. . . In the 
Kitchen,” “. Go Fishing” and 
“.. Go Shopping,” were aistributed 
in supermarkets to the tune of 
2,000,000 copies. Strangely enough, 
while the campaign won prizes from 
both the Student Marketing In- 
stitute and the Premium Industry 
Club, the client hasn’t been seen in 
comic books lately. 

Awards to comic books are rare. 
In 1955, 37 cooperating meat pack- 
ers in the U.S. and Canada used the 
“Old Glory” series of stock cartoon 
books from supplier Wm. C. Popper 
& Co., New York, as package in- 
serts. Packers credited this premium 
with sales increases of 91% in the 
marketing of packaged frankfurters. 
Eight of the firms were the clients 
of one ad agency, C. Wendel Muench 
& Co., Chicago. The agency’s ac- 
count supervisor and the comic 
book supplier both won a Premium 
Industry Club award. 

Popper, a color printer since the 
turn of the century, has been in 
commercial comic books since the 
mid-thirties, principally in min- 
iature stock comics as package in- 
serts. Available to advertisers are 
twelve titles in a “How to Play 
Baseball” series, the same number 
in the “Freedom’s Trail” group, 
nine on “Jim Solar, Space Sheriff,” 
and sixes of “Robin Hood,” “Davy 
Crockett” and “Captain Fortune.” 


> Canada Dry was a recent user of 
a 16-page self-cover comic book in 
one-third size, created and produced 
by Western Printing & Lithograph- 
ing Co., Poughkeepsie, N.Y. To pro- 
mote ginger ale and new flavors at 
the point-of-purchase, Canada Dry 
used a three-title “Swamp Fox” 
series. The titles were “Rindan 
Rampage,” “Tory Masquerade” and 
“Turnabout Tactics” last spring and 
summer. Total print order was 2 


million copies. At the time of the 
promotion Canada Dry was a spon- 
sor of Walt Disney’s “Swamp Fox” 
on ABC-TV. For the comic books 
there was a royalty arrangement 
with Walt Disney Productions, New 
York, through Western. Each book 
was folded sharply in half, held flat 
with a two-color lithographed band.-- 
wrap and slipped over the neck of 
a bottle in a six-pack. 

At Custom Comics Inc., New 
York, some of its biggest commercial 
customers include Buster Brown 
shoes, Blue Bell Wrangler jeans, the 
Howard Johnson restaurant chain 


and Grit. 


> Buster Brown (Brown Shoe Co., 
St. Louis) has been using comic 
books for a dozen years. The exact 
volume over the years ranges be- 
tween 50 and 75 million, according 
to a couple of estimates. Western 
Printing & Lithographing handled 
the account for years. For the past 
three years, the supplier is Custom 
Comics. Buster Brown employs the 
standard size comic book, 7x10”, 
16 pages, plus cover. Last year it 
came out with such titles as “Buster 
Brown and the Safety Patrol,” “. .. 
Makes the Team,” “. . . Coloring 
Safety Book” and “. . . Space Book.” 
This year its first book will be the 
“Buster Brown Easter Fun Book.” 
These are giveaways to children in 
shoe stores, imprinted with the store 
name. 

Blue Bell Inc. puts its miniature 
books (32 pages plus cover) on each 
pair of Wrangler Jeans. It has been 
doing this for the past five years, 
35 titles, 45 million copies. Its series 
is tied in with the Rodeo Cowboys 
Assn., is called “Great Moments in 
Rodeo,” and features current rodeo 
stars, such as Jim Shoulders, Har- 
ley May, Deb Copenhaver and Lex 
Connelly. Naturally, they all wear 
Wrangler Jeans. 

Howard Johnson’s Restaurants is a 
new user of commercial comic books. 
Its first comic book, “The Wonder- 
ful World of 28 Flavors,” is being 
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How to keep 
Monday’s cash register 
ringing on Sunday 


Thrifty Great Northern Groundwoods 
put new “sell” in Sunday magazines 


One of the biggest things in newspaper history is the 
exciting growth of Sunday supplements. Today there 
are three of them for every two published a scant four 
years ago. There’s one big reason. Supplements sell. 


Drugs, cosmetics, toiletries . . . cars, cake mixes, 
cooking utensils — all come before the family’s eye on 
the day of the week when the family has the most time 
to eye them. More and more, they are coming in color, 
to set America’s fabulous storehouse of good things for 
good living before the American family at their 
inviting best. 


An American company on the go, Great Northern is 
proud to be partner in this progress with its popular new 
Groundwood Printing Papers. Clean, white, strong, 
opaque and thrifty, they offer high-speed printability, 
low unit cost, sparkling color reproduction that sells. 


As publisher, printer or advertiser you are invited to 
ask for printed samples of Great Northern’s supplement 
papers, custom-made to your requirements by men who 
know how in modern mills in the Great Northwoods of 
Maine. See the difference good papers can make — in 
your sales and profits. Call your Great Northern 
representative. He’s as near as your phone. 


GREAT NORTHERN 


PAPER COMPANY 


A Leading U. S. Producer of Groundwood Printing Papers 


Mills in Maine 


Sales Offices: New York, Chicago, Boston, 
Cincinnati, Washington 


Each and every day . . . Great 
Northern’s “Groundwood 
Tree” is the source of enough 
specialty printing papers to 
wrap 15 Empire State 
Buildings. And still demand 
grows — evidence of the 
contribution of this American 
paper company “on the go” 
to an America On The Go. 





SUPPLIERS OF 
COMIC BOOKS FOR 
SALES PROMOTION 


Archie Comic Publications 
241 Church St., New York 


Charlton Comic Group 
Charlton Bldg., Derby, Conn. 
Custom Comics Inc. 
347 Fifth Av., New York 


Feature Publications 
32 W. 22nd St., New York 


Sam Gold Mig. Corp. 
343 S. Dearborn St., Chicago 


Harvey Information Press 
1860 Broadway, New York 


Johnstone & Cushing 
137 E. 57th St., New York 


Pictorial Media Inc. 
205 E. 42nd St., New York 


Wm. C. Popper & Co. 
148 Lafayette St., New York 


Scholastic Magazines 
33 W. 42nd St., New York 
Timely Illustrated Features 
655 Madison Av., New York 


issued this year. It’s one of the first 
using 40-lb. bleached groundwood 
instead of newsprint, a development 
worth watching. Newsprint is 65- 
line, while bleached groundwood 
enables the use of 85-line for finer 
printing. First run will be 1 million 
copies. There will be additional 
titles. The Howard Johnson comic 
book, 5x7”, 16 pages plus cover, 
avoids the newsprint problem of 
yellowing. While it looks more ex- 
pensive, it is relatively low in 
cost, an additional $1.50 per thou- 
sand copies, in this size. The 
Howard Johnson book is a game and 
story book, menu in the center, 
with the story line built around the 
restaurant chain characters, Simple 
Simon and the Pieman. The comic 
book will be distributed in 600 
restaurants (200 company owned, 
400 franchise operated). 

Grit has used 5 million comic 
books in a year and a half to re- 
cruit newsboy salesmen for its na- 
tional weekly newspaper. To recruit 
newsboys in the 11-14 age group, it 
replaced a letter and pamphlet with 
a comic book in 1959. The publica- 
tion serves towns with less than 
2,500 population and no local paper. 
The initial print order for “You’ve 
Got to Have Grit” was 250,000 
copies. Returns over the former 
method of soliciting newsboys went 
up 50%, and the payoff was 6% 
more young salesmen. The issue has 
been reprinted six times, totalling 
4 million copies. A second book, 
“Grit Wins Out,” with a Little 
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League approach, was distributed 
last spring. This had two print runs, 
totalling one million copies. New 
titles are being worked on. Both 
books were 5x7”, 16 pages, self 
cover. Grit uses 30,000 boy salesmen, 
has a one million weekly circulation. 


>» To get mileage out of comic books, 
coordination of several elements is 
a must. Two examples from Harvey 
Information Press, New York, are 
uses by Superior Coach Co., Lima, 
Ohio., and Diamond Chemical Co., 
Cleveland, formerly Diamond Al- 
kali. 

Superior Coach, manufacturer of 
school buses, is back in commercial 
comic books after an eleven-year 
hiatus. In 1949 it distributed 6 mil- 
lion copies of a miniature 16-page 
self-cover comic book using “Joe 
Palooka” to elementary school prin- 
cipals and school board members. 
Last year it returned to commercial 
comic books with “Casper the 
Friendly Ghost Rides the School 
Bus.” The size of both miniatures, 
old and new, is 34%x7”. “Casper” is 
the cartoon star of Harvey Comics’ 
tv show, “Matty’s Funday Funnies” 
sponsored by Mattel Inc., toy manu- 
facturer, Hawthorne, Cal. The tv 
show has been on 90 ABC-TV 
stations for the past year and a half, 
half hours Friday and Sunday even- 
ings. The comic book by Superior 
teaches school bus safety. Superior 
has a stake in this field, being the 
largest producer of school buses. 
Last fall and this school term, 
Superior distributed 2 million copies 
of “Casper” to children through 
schools. The company has_ 100 
dealerships throughout the country, 
where principals and school board 
members can get copies. The pro- 
motional moral is obvious: One way 
to reach a prospect or customer 
who is a parent as well as an educa- 
tor is through the safety of a child 
on a bus manufactured by Supe- 
rior. 

Superior was supported in this 
promotion by Harvey, which sent 
a mailing to Superior dealers. It in- 
cluded a safety poster. “Casper” 
was advertised by Harvey with a 
reprint of the poster in August and 
September Harvey Comics. Mats of 
the poster were made available to all 
American Automobile Assn. clubs 
for local newspapers. A one-minute 
public service safety spot with “Cas- 
per” as the narrator was made 
available by Harvey on ABC-TV. 
This produced $5 million worth ot 
free time. ABC-TV’s public rela- 
tions department also used the safe- 
ty promotion, with mailings to tv 
editors of newspapers and maga- 
zines. Approximately 100,000 post- 


ers were prepared by Harvey and 
printed and distributed by Superior 
Coach. Handed down by school 
principals to teachers, they served 
as a teacher’s guide on _ safe- 
ty. The February re-run of the 
comic book refills orders from prin- 
cipals who didn’t get them last 
September. The promotion blan- 
keted every elementary school prin- 


cipal in dealer service areas in the 
US. 


> Diamond Chemical, like Howard 
Johnson, is in on the coming 
bleached groundwood bandwagon 
foreseen by AR. The Diamond use 
will break in early 1961. Its “Fast 
Draw” character series has three 
titles, “Crop Rider 45,” “Fence Rider 
45” and “Line Riders 45;” will pro- 
mote Diamond’s weed killers. The 
names of the comic books are the 
brand names of Diamond weed kill- 
ers. Diamond formerly manufac- 
tured them under other brand 
names. 

The comic book characters were 
suggested by Fuller & Smith & Ross, 
Cleveland, which has been a con- 
sultant on the comic book promo- 
tion. The books are 7x10”, 16-page 
self-cover, on 40-lb. bleached 
groundwood. They are aimed at the 
4H child, young farmers, rural 
youngsters, and will be distributed 
by Diamond to farm area hardware 
and feed dealers, in a spring cam- 
paign. Initial print order is 250,000. 

The campaign by Diamond for the 
“Diamond Brand Riders” will in- 
clude handbills, window streamers, 
radio commercials and a paper pop- 
out gun. For Diamond this campaign 
represents one method of compet- 
ing against the larger budgets of 
DuPont, Monsanto and Dow in this 
field. The comic books will weave 
the story of Diamond’s weed killer 
for crops, brush killer along fences 
and rights of way, weed killer along 
utility lines, railroad beds and high- 
ways. 


> There are many facets to the 
medium of commercial comic books. 

One obvious point is that many 
companies which are household and 
business bywords are using them 
successfully. Some employ made-to- 
order comic books. Others find stock 
commercial comic books for im- 
printing serve their purpose. 

In researching this field, AR finds 
that such comic books are as strong 
or as weak as the distribution the 
user puts behind the book. And the 
books must educate or sell, subtly. 
They are not pure entertainment. 

With the introduction of bleached 
groundwood, it’s likely that more 
and more adults, parents, will find 





themselves less likely to condemn 
comic books that seep into their 
offices and homes. 


> Today there are about a dozen 
comic book publishers. All have 
survived against the demands of 
television on leisure time. They have 
a professional service at a reason- 
able price. Today they’re expanding 
their services to embrace com- 
mercial comic books. Most are no 
longer solely in newsstand comics. 

There are specialists. Some are 
newsstand comic book publishers 
who handle every phase of the com- 
mercial job, from story line to print- 
ing and drop shipment. Some crea- 
tive studios also handle the entire 
job to all intents and purposes, 
subcontracting for the printing. 
Some specialize in miniature books, 
package inserts, premiums, give- 
aways. Some specialize in books 
with coloring pictures, quizzes, 
games. In this last area, Sam Gold 
Mfg. Corp., Chicago, premium house, 
believes that children keep such a 
book and play with it more than 
they would if it were straight comic 
story read once and set aside. 

Most comic book publishers 
prefer, even if they can’t always 
insist, that the commercial client 
allow them to handle the entire 
package, from script on through. 
This offers true economy to sup- 
plier and client. Some say they 
begin to make a profit on a print 
order of 100,000 books. 


> What does a commercial comic 
book cost? The complete job for a 
made-to-order item script, art, 
engravings, rotary letter press 
printing and paper can run under 
two cents a copy for the most 
common size of 16 pages, 7x10’, self 


Must you keep referring to them as 
filter tipped with a flip top box? 
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THE TIME IS NOW 
FOR 
ADVERTISING 
ACTION 


There’s important busi- 
ness to be had in adver- 
tising, sales promotion 
and merchandising today. 
And there are indications 
galore in the predictions 
of financial experts, gov- 
ernment officials and 
businessmen alike that 
marketing’s purchases to- 
day are only a shadow of 
what’s to come. 


Bigger and better budgets are mushrooming up on all sides. 
In the burgeoning consumer markets, advertising, sales promotion 
and merchandising are counted on to help move more and more 
goods to more and more people. In the billion-dollar-and-growing 
industrial advertising market, advertising is fast becoming a full- 
fledged member of integrated marketing teams and carrying the ball 
more and more often to help solve specific sales problems. 


Manufacturers are looking to all forms of advertising in both 
fields to help them introduce and develop markets for new products, 
to rebuild and increase inventories, to reach new and bigger business 
for their present lines. 


And wherever important advertising plans are being made— 
wherever advertising and promotion and merchandising campaigns 
are being put into action, there you'll find the professionals of ad- 
vertising looking to Advertising Requirements for help in filling 
their almost insatiable needs. 


They’re looking here—in The Ideabook of Advertising & Sales 
Promotion—for information on new products and materials, for 
new effects that will get more sales and response for their advertis- 
ing dollars. They’re looking for new methods for cutting costs, for 
new products and services that will speed up deliveries, new appli- 
cations to add impact and penetration to their sales messages. 


It’s Advertising Requirements’ unique service—in 9 advertising 
areas in each issue—that has built such a loyal following of over 
22,000 advertising professionals in manufacturer, agency and service 
firms from coast to coast. It’s Advertising Requirements’ unique 
combination—right editorial coverage for the right buyer audience 
—that produces such enthusiastic responses from its readers. 


| IDEABOOK OF ADVERTISING 
& SALES PROMOTION 


ete LLL leh 


Published By The Publishers of ADVERTISING AGE 
ond INDUSTRIAL MARKETING 


200 E. ILLINOIS ST., CHICAGO 11 + 630 THIRD AVE., NEW YORK 17 
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Two hole 


kit (shown) 


$13.90 


For binding scrapbooks, photo 
albums, presentation kits, records 


and papers of all types. So handy, so 
easy, se versatile . . . for home or office. 
Just insert pages and punch, then pick a 
colorful binding tube from the spin dial 
base, €nap into place. In seconds, you 
have a neat, orderly looking, colorful 
volume 
Other models available 

3-hole kit 


$17.90; 4-hole kit—$29.95 


(Limited Distributorships Available) 


TAUBER PLASTICS, INC. 
200 Hudson St., N.Y.C., WO 6-3880 


"ON! ‘SBUNLOId WEN ‘O9ETO 


Mr. Magoo says you can’t afford 
to be near-sighted about cancer. 
Too dangerous. Too much to lose. 
Maybe your life. 

Got to look ahead. Play it safe. 
Many cancers can be cured if de- 
tected early and treated promptly. 

Be far-sighted. Have a health 
checkup every year. It could save 
your life. 

AMERICAN CANCER SOCIETY 
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cover, newsprint on a 1 million run. 
Prices are competitive. 

How long does it take to deliver? 
One supplier says he can deliver 
comfortably in 90 days. Another, 
Pictorial Media, which handles the 
General Electric comic books, says 
it takes six months to create and 
produce a topflight book. GE feels 
exactly the same way. Only one GE 
book, “More Power to America 
Special,’ was turned out on a crash 
basis. For GE, the crash basis was 
two months. 44 


Newspaper Promotes 
TV Advertising 


A New York toy company is using 
the newspaper format to tell its job- 
bers and dealers its fall-winter tele- 
vision plans. 

Ideal Toy Corp., 200 Fifth Av., 
New York, is producing the Ideal 
TV Times, complete with masthead, 
headlines and articles of interest to 
all handlers of its toys. 

The newspaper will be published 
in a standard edition for the entire 
country with one exception. In dis- 
tribution, each tv market will re- 
ceive its copies custom-imprinted 
with the Ideal tv schedule appli- 
cable to that area alone. 

The paper also carries illustra- 
tions of every Ideal tv toy promo- 
tion with preview scenes and synop- 
sis of each commercial Ideal wil 
run during the toy buying season. 

<4 


New Laminating Press 
Introduced by Harco 


Protection of documents from 
stains and increased attractiveness 
of documents are two advantages 
promised users of a new automatic 
laminating press manufactured by 
Harco Industries, Inc., 24 Curtice 


St., Rochester, N. Y. 

Harco officials say the press will 
laminate in plastic any type of doc- 
ument up to 11x14” in size and/or 
1,200 wallet-sized cards in an hour. 

In addition to plastic lamination, 
this unit is being used in a wide 
range of commercial applications 
due to its accurate control of time, 
temperature and pressure. Thermal 
adhering as well as polymerization 
adhesives can be used in manufac- 
turing of such products as printed 
circuit boards and_ self-adhering 
nameplates. 44 


Calor Announces New 
Heavy Thermo-Fax Paper 


A new bond-weight recording pa- 
per for Thermo-Fax machines has 
been announced by Calor Copy 
Corp., 387 Park Av. S., New York 
16. 

Called Calocop Bond D, it is 
heavier than the average paper now 
available and does not need to be 
reinforced by backing sheets. Be- 
cause it is flexible, it doesn’t crack 
shred or flake when folded or 
crushed, the Calor company said. 

It is packed in dispenser boxes 
containing 500 sheets each. It is 
stocked in 8x10, 8%x11, and 84x 
14”. Odd sizes in sheets or rolls are 
also available. 44 


Foto-Graphic Announces 
New Model Typesetter 


What is jescribed as “an improved 
Foto-Riter Typesetter” has been 
placed on the market by Foto- 
Graphic Products Co., 510 S. 7th 
St., Minneapolis 15. 

The company’s new Model 325 
Foto-Riter is said to be a precision- 
engineered photocomposing machine 


The Ten Commandments of Type 


I. Thou shalt not make me illegi- 


ble. 


Il. Thou shah not specify weird 
faces. 

Ill. Thou shalt provide sufficient 
leading. 

IV. Thou shalt honor Caslon and 
Baskerville. 

V. Thou shalt not set many words 
in capitals. 

VI. Thou shalt not use underscor- 
ing. 


VII. Thou shalt not use more than 


75 characters per line. 


VIII. Thou shalt not overprint me 
on illustrations or over a_ tex- 


tured background. 


IX. Thou shalt not guess at speci- 
fications, but learn how to use 


type charts. 


X. Thou shalt not copy the latest 
fad. 


Presented by Bert Ray before a meeting of the 
Chicago Chapter of the Society of Business Magazine Designers 
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.... Of distinction 


PENINSULAR ZAMORA COVER 


When the job calls for appearance and “feel” 

that conveys richness and elegance, be sure to 

consider Peninsular Zamora Cover. This full line 

of 11 colors plus white has a most unusual em- 

bossed texture reproducing all the warmth and 
Zamora Cover is availabie glamor of fine full-grained leather. Ask yume 
OO = 60 aes Ob x an Peninsular Merchant for swatches and dummies 
90# cover basis weight. to see for yourself. 


PENINSULAR PAPER COMPANY, YPSILANTI, MICHIGAN PENINSULAR 
Sore" stock specialists for over 90 39" 





that sets type 14 to 72 point, in 
more than 50 type styles. 


New features of the Model 325 | 


include signal light which flashes 
red when the unexposed film sup- 
ply is exhausted; one-second ex- 
posure time as compared to three 
seconds on the other model; easier 
removal of exposed copy; and im- 

proved spacing dial. 
List price of Model 325 is $169.50 
44 


Color Printing Costs 
Explained in Brochure 


A different approach to the prob- 


lems of selling color printing to | 


customers has been taken by Color- 
crafters Inc., Philadelphia, in the 
company’s new catalog. 

It is a “do-it-yourself” estimating 


guide by which customers can | 


estimate how much a specific color 
job will cost them. It takes in ac- 
count costs of photography, color 
separations, copywriting, type-set- 
ting, artwork, printing and layout. 

The brochure is designed to over- 
come many printing buyers’ baffle- 
ment over “the mysteries of color 
printing,’ according to the Phila- 
Ccelphia concern. 

Copies are available. 

- for more details circle 224, page 117 


Benefits of Cold Type 
Told in Seabury Book 


A new typeface style book, dem- 
onstrating the uses of various so- 
called cold type styles, has been 
issued by Seabury Composition 
Service, San Francisco. 

The looseleaf book has sections 
devoted to the preparation of copy 
for the printer and typesetter; sizes, 
weights and types of paper stocks; 
and an explanation on how to use 
reductions to gain increased sharp- 
ness in typefaces. 

Copies are available. 

+ for more details circle 225, page 117 


I'm not sure that layout was worth 
saving. 


WHO in ALL THE WORLD 


is FIRST with “se 
Photographic 


typesetting machines? 


Warwick, that’s who! Increasing demand for more quality 
Fotosetter/Warwick typography has prompted us to 
put a seventh machine in action. Specialized services for 
book, catalog, label, large-size presentation and monthly 
publication needs have been expanded accordingly. 


Isn’t it high time you took a look at Fotosetter /Warwick 
typography? Send today for a sample Photo-Repro proof 
and see the difference yourself. 


WARWICK TYPOGRAPHERS 


920 WASHINGTON AVENUE «+ ST.LOUIS 1, MO. 


FREE TYPE BOOK-— Big Fotosetter 
working manual containing Fotoset- 
ys Headliner and Filex- 

ples.Write Dept. 102 today 


Serving 43 states overnight air delivery to your desk 


Let us maintain your mailing list on the least 
expensive metal plates ever devised by human 
ingenuity, and do your addressing at high 
speed. Let us save your important money in 
time and worries Monev-saving selectivity 
available if desired. See us FIRST. 


(large imprinting capacity too) 


Call AN 3-1181 
DIRECT MAIL ADVERTISING CO. 
656 W. Washington Bivd., Chicago 6 
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A portfolio of 


printed internally 


An astonishing variety of work is being produced 
by internal printing plants. Here are some samples and 
some information about the departments that produced them. 


Quick . . ‘‘As it’s commonly referred to, our duplicating department 
is set up to handle ‘quickies’ where an idea is created 

in the morning and the salesman will find a two-color bulletin 
featuring a promotion in his mail the next morning,’’ says 

T. P. Froncek, manager of advertising production and art. Under 
the jurisdiction of Carl G. Mayer, vice president, 

advertising, package design, sales promotion, public relations 
and market research, this ‘duplicating department’’ has 

a Multilith and a Davidson 14x17. In addition, the 

company has another section ‘’where all short-run office 

forms are printed.” 
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Several times in recent months, writers in AR 
have made the statement that printing is one of 
the largest areas of responsibility for any promo- 
tional executive. On these pages are examples of 
printing by promotional departments of repre- 
sentative American companies. All were produced 
in-plant. 

Before making comparisons between this work 
and printing you may have paid an outside firm to 
do for you, please remember that one of the most 
important factors in making a comparison of this 
type is not available to us. There is no way of esti- 
mating what each one of these printing jobs cost. 
How much printing costs when done in-plant de- 
pends on many factors that are difficult for an 
outside source like a magazine to evaluate. But it 
is safe to say that these examples were printed at 
a comparative and competitive cost. If they were- 
n’t, it seems obvious these companies wouldn’t 
continue to maintain in-plant facilities. 

Another factor is the delivery schedule of these 
jobs. Often, in-plant printing was established be- 
cause promotional people could not get their print- 
ing in time from an outside printer for its intended 


use. The priority that can be established in-plant 
remains one of the most inviting features of hav- 
ing your own printing department. 

On the whole, these pieces are well-produced 
and well-designed. If they have any failing it 
could be that in some, color is not handled as well 
as it might be. Yet in none of these pieces, selected 
because they were representative, not necessarily 
the best, is color printing so bad that it is ob- 
jectionable or inadequate. 

It is interesting to note that there seems to be 
no set pattern for regulating the in-plant printing 
shop. In some, organizational charts show that the 
in-plant printing shop is a direct responsibility of 
the chief fiscal official of the company. In others, 
they are an afterthought, tacked on to promotion 
or advertising or sales promotion. In fact, in a few 
instances, there is a great effort to deny that an 
in-plant printing department exists. It is dis- 
missed as “the duplication department” or the 
“letter-shop.” 

If you are considering whether to establish an 
in-plant printing shop of your own, these examples 
may be of interest. 

+++more pictures on page 100 


Impressive . . The work turned out by Sargent & Co., New 
Haven, Conn., is impressive. The company has a full 

line of equipment and six full-time employes. 

Equipment includes a 17x22 ATF press and two Multiliths. 
The department operates under the jurisdiction of 

the advertising and sales promotion department, 

we are informed by Harold F. Oldham, assistant advertising 
and sales promotion manager. Employes include a 

foreman, three pressmen, an assistant foreman, camera man and 
plate maker, and a cutter, folder and bindery man. Also, the 
department uses as ‘“much of another person's time as needed 
for packing, shipping, collating and other odd jobs.”’ 
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SALES 
BOOSTER 


Merchant cooperative parking 
stamps help develop better cus- 
tomer relations. Produce stamps on 
Bergstrom safety papers for indi- 
viduality PLUS positive protection 
against counterfeiting. 


Write for your free copy of our 
“SAFETY PAPER IDEA BOOK.” 


BERGSTROM 
PAPER COMPANY 


NEENAH, WISCONSIN 
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LUBE fQUlrMENT 
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Service . . M. C. Carpenter, Georgia-Pacific Corp., points out 

that his company’s in-plant print shop “‘is a service organization’’ 
for all departments and is under jurisdiction 

of the treasurer. It has two Multiliths, a Davidson, 

a Haliod-Xerox Camera and a copier from the 

same company. He points out that the public relations and 

advertising department has control over the printing 

shop ‘‘only as they relate to the material’ printed 

for them. 


aa 
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Compact . . Roy Hegdal, Graco Products, Minneapolis, 
reports that his company’s in-plant printing facilities 
include a couple of Multiliths and other equipment 
usually associated with this type of 

Press and that a pressman and two girls are 

all that is needed to use them. The department itself is 
under the jurisdiction of Graco advertising. 

“Other equipment’ mentioned above includes a Challenge 
cutter, a Bostich stapler and a Hy-Drill. 


save money 
tor Builders 


Volume . . Ciba Pharmaceutical Products Inc., Summit, 

N.J., is in a very competitive field and the company’s 
in-plant shop is called on to print a variety 

of materials. To get an idea of the different uses 

equipment can be utilized for, this cross-section 

of printed pieces from Ciba, and the others on 

these pages, are a case at point at showing how wide the scope 
of in-plant printing can be. Much material is printed for 
internal use only and others are sent out to the public 

at large. This freedom is an attractive feature of 

in-plant because often the short-run needed for a piece would 
be financially prohibitive from an outside source. 


++.more pictures on page 102 


ACCEPT THIS 


typical monthly issue of the 


CLIP BOOK 
OF LINE ART 


as a Bonus Gift along with 
a Trial Subscription 


CLP BOGE OF LINE ART 


AUN 


CLIP BOOK OF LINE ART 


THREE CLIP BOOKS — 32 one-side 
5x8” pages—20 ready-to-paste proofs of 
“Sales” situations —14 art proofs of 
“Crowds” walking, cheering, etc. — 18 
“Announcers,” newsboys, town criers. 


EASY! CLIP & PASTE 


these art proofs just like type proofs! 
Quality art improves low-budget paste- 
ups. Saves time and money in the bar- 
gain! Three brand new “Clip Books”— 
32 “Kromekote” pages with dozens 
of line drawings—released every month. 
Realistic, light humor, stylized, decora- 
tive art for offset, letterpress, silk screen 
printing. Also three 5x8 card indexes 
and 16-page “how-to” booklet each 
month. Only pennies a day—no extra 
reproduction fees. Typical issue, above, 
yours as a gift when you subscribe. 
Cancel anytime. Or return everything 
after 10-day examination without cost. 


10 DAY FREE TRIAL! 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 1, NEW JERSEY 


Enter our subscription to the “Clip Book of 
Line Art” starting with the current monthly 
issue—and send us Sales, Crowds and An- 
nouncing as our bonus gift. | understand 
that we may stop service at any time, just 
by notifying you. Or that we may return 
everything within 10 days without cost or 
obligation. 


[] BILL QUARTERLY @ $23.85 
~] ANNUALLY @ $71.40 


Please sign your name above, clip and attach to 
purchase order, letterhead or business card. 
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RADIANT COLOR CO. 
830 Isabella St., Oakland 7, Calif 


461 W. Erie St., Chicago 10, Illinois 
249 W. 29th St., New York 1, New York 





Instant Lettering brings you the finest, 
most meticulous lettering in the world 
instantly—by instantaneous dry transfer 
from type sheet to any smooth surface. 
Just press and it’s there. 

No trace of adhesive to sully artwork. 
Needs no equipment. Perfect on wood, 
paper, card, glass, metal, film ... in 
fact any smooth surface. The right 
answer to the need for highest quality 
lettering for display panels, roughs, signs, 
labels, graphs, charts, TV cells. 


10" x 15" SHEET ONLY $1.50 


Dm?) 


A 
ae: 


How it works: 
rub on letter with pencil . lift away sheet 


Send for sample and complete type chart 
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Financial A Business, 


Bleck s Decker 


COGPERATIVE ADVERTISING PLAN 


FOR COMMERCIAL ACCOUNTS 


eo 


Economy . . Calvert Distributors, New York, have found that 
having its own printing facilities saves it money. The in-plant 
shop turns out direct mail pieces, price lists, 

bulletins to salesmen and internal forms of all 

descriptions and uses. The economy of the operation varies 

with the company, of course. It would seem however, that in the 
more competitive industries, where printed materials are sent 
out in a never-ending flow, the use of in-plant printing 

is quite common. 





Organic . . Often print shops and duplicating departments seem 
to have a life of their own. Typical is the one at Black & 
Decker, Towson, Md. There the department was “originally a 
one-man multigraph setup used almost exclusively for the 
imprinting of hand-out literature for our distributors and 

for the processing of form letters and simple intra-company 
forms. As the company expanded, other duplicating 

equipment began to show up in other departments 

and for efficiency and economy, we finally 

concentrated such equipment as Ditto, Mimeograph and Multilith 
in the Duplicating Dept. Since that time it has added 

such auxiliary equipment as Xerox and trimming and 
folding equipment.’’ To what use has all this been put? 

The answer is to the left. 


SEE-E-E-E-E-E-E-E- 


Big-Time . . ‘it may interest you to know our production has 

had a remarkable increase from 750,000 impressions 

monthly average in 1959 to 1,200,000 impressions monthly average 
in 1960. We further expect to increase this 

monthly average to 1,500,000 in 1961,’’ Poul L. Sorensen, supervisor 
of printing, Beckman Instruments Inc., Fullerton, 

Calif., informs us. The company’s printing department has nine 
employes and an additional worker on night shift. Price 

catalogs, news releases, technical manuals pour out 

from the department from a variety of equipment. This is the 

kind of in-plant printing setup that is actually a printing 

operation, not just a few duplicating machines in a corner. 
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and for your 
ANIMATED DISPLAYS 


SERIES FB 
Enclosed Helical 
gear motor -low 
cost quiet opera- 
tion. 

Write for details. 
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An executive of an agency which produces ex- 
ternal publications for many of its clients out- 


By Alfred J. O’Brien Jr. 
Vice President-Publicity 
O. S. Tyson and Co. Inc. 

New York 


There’s wasn’t a live salesman 
within shouting distance when .. . 
© A midwestern hardware retailer 
ordered a pedestal base for his paint 
shaking machine from a New Jersey 
manufacturer; 
© A marketer expressed interest in 
a shoe polish spray newly developed 
by a manufacturer of aerosol prod- 
ucts. 

Yet a live kind of selling was in 
play with an “automated” medium 
of communications. In each in- 
stance, the customer was stimulated 
to action by a house organ. 


> People-to-people selling is grow- 
ing so expensive that managements 
in the industrial and trade fields 
are being forced to use automated 
communications wherever face-to- 
face communications are not ab- 
solutely essential. 

Industrial advertising men who 
acquired their early experiences 
during the Thirties were taught that 
the objective of all advertising was 
to get leads to help the salesman 
get his foot in the door—almost any 
old door—as often as possible. 

In this day and age, the objective 
of advertising—or automated selling 
—is changing. Today, the objective is 
to prevent all calls except calls on 
genuine prospects fully ripened for 
personal selling. 

To ripen prospective customers at 
today’s cost of selling—$22-plus per 
call for industrial salesmen—is pro- 
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lines its philosophy and how externals can sell. 


AN EXTERNAL IS AN AUTOMATIC SALESMAN 


hibitive. Advertising in its many 
forms—business press ads, house 
organs, direct mail, technical fea- 
ture materials, instruction manuals, 
catalogs—can do it at a lower cost. 


> The hardware manufacturer cited 
here had decided, about two years 
ago, that he needed direct contact 
with the ultimate consumer of his 
products—the hardware retailer—to 
whom he does not sell direct. His 
products are distributed through 
jobbers whose salesmen, in turn, 
call on the retailers. 

The manufacturer’s own salesmen 
call on each jobber an average of 
between five and six times a year, 
at an average cost of about $15 a call. 
At this price, calling on retailers 
would be prohibitive on a large 
scale as a missionary effort. The 
manufacturer found that a house 
organ of high quality would make 
the calls for him six times a year at 
an average cost of about 50¢ each. 

The aerosol manufacturer men- 
tioned above needed a backstop for 
his small sales force calling on cus- 
tomers and prospects. In addition to 
creating the medium for frequent 
contact between salesmen’s calls, 
his house organ was also designed 
to reach those on whom the sales- 
men do not call, to help build a 
mailing list (which gained 22% 
within two weeks of the first mail- 
ing), and to gather leads for sales- 
men (On the reply card of the first 
issue, several readers asked for a 
salesman to call). 


> Both companies, obviously, were 
able to achieve measures of success 
in selling by an automated medium 


that, unlike many another form of 
advertising, can project a personal 
selling approach on paper. 

For the house organ has these 
“personality” traits that are unique 
to the medium: 


1. Person-to-person communication 

Because the house organ is 
written with a specific type of read- 
er in mind, and because the house 
organ is mailed to a named individ- 
ual, person-to-person communica- 
tion is established. The house or- 
gan, in effect, becomes a personal 
letter whose careful reading is as- 
sured. 

Tyson’s experience with house or- 
gan readership bears out the find- 
ings of other experts. The aerosol 
manufacturer house organ, men- 
tioned earlier, drew a 12% return of 
reply cards for its very first issue. 
A house organ prepared for a man- 
ufacturer of bottled water dispens- 
ing equipment drew a 19% return 
of reply cards. And the hardware 
manufacturer cited above reached 
an 11% return of reply cards from 
a single mailing list. 

In each case, the quality of the 
replies indicated a better return than 
the mere figures would show. For 
the replies also elicited suggestions 
for editorial coverage as well as 
additions to the mailing lists. 

People talk to people through 
house organs—and they provide 
conversation pieces against the times 
when salesmen do call. 


2. Full control of subject matter, 
method of presentation and timing 
rests with the publisher . . . The 
house organ offers the basic at- 
tributes of a salesman’s call, in that 





Printed advertising is based on the right that many people 
in the world do not yet enjoy: the right to read. Literacy is a 
measure of civilization. Underprivileged nations are poor 
in print as well as in the necessities of life. In America we 
are so used to being literate that we take the right to read 
for granted. We tend to forget that printed communication 
built our civilization, educated our children, shaped our 
laws, created our national markets for branded merchan- 
dise. By serving our national right to read, national maga- 
zines and newspapers have developed communities of 
readers bound together by the printed word. No other 
method or structure of communication is so deeply rooted 
in American life. This fact is being daily recognized by 
increasing numbers of advertisers when making a choice 
between print and other media. 


Our contribution to printed communication and adver- 
tising is relatively small and technical: the making of fine 
photoengravings for letterpress and gravure for advertisers 
and agencies from coast to coast. But our respect and 
appreciation for printed media... magazines and news- 
papers ... and for printed advertising is very large. For 
this reason we are publishing this series of advertisements 
in collaboration with prominent illustrators and photog- 
raphers who feel as we do about the importance and 
value of the printed word and picture. 


COLLINS, MILLER & HUTCHINGS, INC. 


America's finest photoengraving plant 
for letterpress and gravure 
333 West Lake Street, Chicago 
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RECIPE 


FOR KITCHEN SALES 


Your kitchen can be the center of many activities. 
Why not plan it that way from the beginning? For 


USE STERLING OFFSET ENAMEL! lan” kitchen, you 
The key ingredient in kitchen merchandising is the keen and lively nveniently near 

imagination of the American woman. To this imagination add the latest 

in kitchen design and stir. nt to include a 
In this attractive example of quality printing on West Virginia's 

Sterling Offset Enamel, the stirring is done by the makers of Mutsch- 

ler Kitchens through the medium of a full-color brochure on kitchen 


r small children 


planning. In creating the brochure, The Nielsen Lithographing Co. overlook enter- 
used Sterling Offset to excellent effect. Brilliant color repro- ‘ 

ductions are possible, and its stability permits close register at ... ‘teen coke 
high press speeds. 


rs and the like. 
Sterling Offset Enamel, as well as all the other members of West- 
vaco's complete family of fine papers, give you unusual quality and is an important 
economy whatever your printing needs. Look to West Virginia for leader - 
ship in paper value, made possible by the most advanced marketing 
program and policy in the industry. 


For details write to West Virginia West Virginia 


Pulp and Paper Company, 230 Park 


Avenue, New York 17, N.Y., or call Pulp and Paper 
one of the offices listed below: 


tschler manner. 


FINE PAPERS DIVISION 
COMMERCIAL PRINTING PAPER SALES 


CHICAGO @ FR 2-7620 NEW YORK @ MU 6-8400 Even a small kitchen can be 
CINCINNATI @ RE 171-6350 PHILADELPHIA @ LO 8-3680 activity-planned for family 
DETROIT @ D/ 1-5522 PITTSBURGH @ CO 1-6660 


SAN FRANCISCO @ GA 1-5104 and friends. 
in Baltimore, Cleveland, Los Angeles, Milwaukee, Minneapolis, 
St. Louis and St. Paul, ask operator for Enterprise Service. Oe 
The entire kitchen planning brochure for Mutschler 
Kitchens was printed on Sterling Offset Enamel, 
80# basis weight. The Nielsen Lithographing Co. 
printed the brochure, using a 4-color 42 x 58 press. 


THIS INSERT IS LITHOGRAPHED ON 
STERLING OFFSET ENAMEL, 25 X 38—100# 











Promotion Men! 


it type 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . .. world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct 


Money-back guarantee! 


HABERULE 


Box AR 245, Wilton, Conn. 


PHOTOGRAPHIC 
POST CARDS 


se Sa on ow less than a week's 


can scoop the market by ail with 
No special art work needed. 
& we'll 


iples without cost or obligatior 


The GROGAN PHOTO CO. 


Danville, Illino 


pur 5 tograph or negative 


SPECIAL-TITLE 4h 
INDEXES for YOUR M AICO 


CATALOGS and SALES titles or ct 

PRESENTATIONS fron 

G.). Aigner Company 
426 S. Clinton St 

Chicago 7, Wl, HA 7-7414 


4 wide varie 
tandard title 


f? | 


HEART DISEASE 
ij 
HEALTH ENEMY 


hd 


ART 
; FUND 
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it has the contact’s undivided atten- 
tion during the time of reading; in 
that the “salesman” controls what 
he is saying, how he is saying it, and 
when he is saying it. 


3. Efficient measurement of feed- 
back can be effected . . . The effi- 
cient use of reply forms results in 
efficient measurement of feedback. 
The form of reply cards should take 
on the attributes of the publication 
they serve. For example, these 
basics are included: provision for 
inviting participation of the reader 
(as for ideas on subject matter to be 
treated in future issues); provision 
for expressing approval or disap- 
proval of the issue received; pro- 
vision for recommending the pub- 
lication to friends or colleagues (this 
helps to build the mailing list); of- 
ferings of samples or literature (to 
stimulate replies); and provision for 
returning the form easily and post- 
age-prepaid. 

One result of feedback is educa- 
tion of the publisher on his cus- 
tomers’ problems. 

That this feedback system works 
is proved by Tyson’s experience with 
any number of publications pre- 


Thinpaque Introduccd 
by Allied Paper Corp. 


Thinpaque, a thin paper, has been 
introduced to the market by the 
Allied Paper Corp. 168 N. Michigan 
Av., Chicago 1. 

According to the company, char- 
acteristics of the new paper include 
increased opacity, excellent run- 
ability, no problem with “finger 
moisture” when turning pages, more 
pressure for binding without stick- 
ing together and a bulk of 1,600 
pages per inch from 25x38-19 lb. 

In addition to use in encyclope- 
dias, bibles, dictionaries and other 
published products, thin papers are 
being used for booklets, sales man- 
uals, parts and price books, cata- 
logs, annual reports, direct mail lit- 
erature, advertising and package in- 
serts q4 


Anko-Graphic Markets 
Photo Proofing Paper 


Anko-Graphic, a new photograph- 
ic proofing paper fo use by lithog- 
raphers, photoengravers, and ad- 
vertising agencies, has been an- 
nounced by Anken Chemical and 
Film Corporation, Newton, N. J. 

The smooth finish of the paper, 
combined with its high 
emulsion characteristics, 
clean, sharp 


contrast 
provides 
definition free of 


pared for clients during the last 
year. 


4. The house organ invites reader 
participation In areas particu- 
larly where there exists a dearth 
of communications media, the house 
organ can provide a yeoman service 
which will reward the publisher. 
The hardware manufacturer men- 
tioned earlier, for example, pio- 
neered with a house organ for its 
dealers which had no counterpart 
in the industry. The publication was 
designed as a collection of merchan- 
dising ideas in text and pictures 
which a roving editor gathered first- 
hand in the field. 

Because, by the very nature of the 
publication, the reader was a po- 
tential subject, an invitation was ex- 
tended for his participation—actual- 
ly, as well as vicariously. This also 
contributes to the “personality” 
traits that are unique to the medi- 
um. 


> With house organs, as with no 
other “automated” medium of com- 
munications, a manufacturer can put 
lifelike personality into his selling. 

44 


“mush” and “halo,” the manufac- 
turer said, adding that the reverse 
side of the sheet resists penetra- 
tion by adhesives used for pasteup 
composition. 

Anko-Graphic paper will be 
available in eight standard cut 
sheet sizes, and in rolls from 20/’x- 
50’ to 42’”x150’. Special sizes will be 
available on request. The cost for an 
84x11” sheet will be 8c. a4 


New Process Eliminates 
‘Lip’ of Vinyl Covers 


What it hails as “a major techno- 
logical break-through in the use of 
vinyl for bookbinding which elimi- 
nates the sharp excess ‘lip’ or ‘tea 
seal’ edge, characteristic with all 
current methods of such book cov- 
ers,’ has been announced by an 
eastern firm. 

The company is the Vinyl Case 
Division, Peterson Electronic Die 
Co. Inc., Mineola, L. L,.N.. Y. The 
executive vice president of the com- 
pany, Everett A. Peterson, has been 
quoted as saying that he expects the 
new method to revolutionize the 
technique of binding books and to 
capture a “fair portion” of the $38 
million loose-leaf binder field. 

The Peterson method utilizes spe- 
cially-designed and constructed ma- 
chinery on which patents are pend- 





ing. The machinery turns and folds 
the outer vinyl covering sheet over Proof That World Color 
the edge of the cover filler board, Separations Are Superior 
the stiffening material, and then 
electronically seals, just inside the 
peripheral edge, this outer layer to 
the inside vinyl cover sheet. The 
final product has the finished ap- 
pearance of prestige hand-made 
book covers, the executive said. 
The Peterson company has ex- 
plained that vinyl cannot be glued 
onto a book cover or to itself, but 
must be “welded” together elec- 
tronically to form an all-encom- 
passing skin. “Until the Peterson 
company solved the problem, the 
only methods available necessitated 
extending the two vinyl sheets past ith first order f 
the edge of the cover filler, sealing e@eee with your first order tor 
them together in that position, but 


leaving excess material to form a 
sharp unsightly ‘tear seal’ around 
the outer edge of the book.” 


This drawback now eliminated, 


vinyl with “its unsurpassed strength, 


, ae @ That's right! Free progs, printed under actual pressroom con- 
resistance, washability and appear- ditions — proof that full color need not be expensive — proof 


ance, should make all other book that you can get high quality natural color reproduction at reason- 

covers virtually obsolete—in loose- = —_ a World Color’s pening! Bt ee ow process, 
yr ? perfected by experience in making over 150,000 sets of positives, 

leaf and eventually in regular edi- used by some of the country’s finest color lithographers. 

tion-bound books,” a_ statement 

from the Peterson company said. 44 


@ Prices for positives start as low as $30.00 per set for 4’ x 5” 
or smaller, including airmail delivery. 


Beckett Gathers Menus @ Shipment guaranteed — uncomplicated positives made from 


: transparencies in five working days — progressiv oofs o eek 
In Promotional Packet edditieral. nT ee Eee ee 


A wide variety of styles is ap- 


parent in any grouping of the menu | 
cards used by American restaurants. G © r bac: 
It is a contention of the Beckett | ‘ 


Paper Co., that for any style there 

is a Beckett paper. To back up this U. S. Route #1 

claim the Ohio paper concern has | ORange 7-1332 WORLD COLOR, INC. 

gathered several menu boards in a ORMOND BEACH, FLORIDA | Box 697-F, Ormond Beach, Fla. 

packet which it is making available gaia bn si Send price list and free booklet to 
, = I ranc ales ice: Name 

to ADVERTISING REQUIREMENTS’ read 374 Medison Ave. - 

ers. New York, N. Y. 

The packet contains menus oo Firm 

printed by offset and letterpress and Send for our price list and | *'e* 

in a wide variety of colors and free descriptive color booklet. | City, Zone 


finishes. ow State 


Free proof offer expires 
- for more details circle 219, page 117 * June 1, 1961 Type of Business 





This all-purpose clipboard/kit is a natural 
sales producing product: It has a sure-grip 
clip and two extra pockets . . . self-cover 
keeps papers clean and protected . . . pockets 
hold extra papers and booklets. Made of vir- 
gin vinyl with electronically-bonded seams. 
Sturdy, attractive . . . comes in wide range 
of colors. Prices include one-color printing. 
Quontity: 250 500 1000 
Unit price: $1.10 8 5 
Send for free literature. 


AMERICAN THERMOPLASTIC CO. 


425 First Avenue Pittsburgh 19, Pa. 
Hello, first floor? Look out! 


oe 
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A New Way © 
to Make 
Envelopes 


To send out Christmas catalogs, 


a Texas department store found 


INIZVOVN IGING Ai 


it could do the job better by first 
printing the envelopes on con- 


tinuous forms, next addressing 


eeveeee#F+rgrfeeeeeeesss# 


them from punched. cards, and 


finally forming the envelopes. 


‘Harris One of the headaches of all large 


department stores, according to A. 
Harris & Co., Dallas, is the annual 
mailing of their Christmas catalogs. 
Faced with the problem of making 
a rush mailing of 120,000 catalogs 
last year, A. Harris decided to take 
a closer look at its mailing opera- 
tion which usually required addi- 
tional employes and many man 
hours. 

In the past, mailings had been 
addressed on continuous gummed 
labels by an addressing machine. 
The labels were then detached by 
hand and pasted to the face of the 
catalog envelopes. This operation 
was not only time-consuming, but 
the labels detracted from the over- 
all design of the colorful envelopes. 
In order to improve this function, A. 
Harris decided to try an entirely 
new approach. The store began to 
study the possibilities of using its 
IBM tabulating equipment to solve 
its mailing problem. 


7) 
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> While IBM equipment has long 
been popular as an addressing meth- 
od, the application has mostly been 
used with continuous label forms or 
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mailing pieces addressed for win- 
dow envelopes. The new approach 
by A. Harris was to design a special 
continuous form that could be ad- 
dressed by an IBM tabulator and 
then converted into envelopes. 

First, it began with an inquiry 
to business forms manufacturers to 
determine if a form could be con- 
structed and printed to its design 
and size requirements. The forms 
had to be manufactured for con- 
tinuous feeding through IBM ma- 
chines and printed with full ink 
coverage and close _ registration. 
It found the answer at Moore 
Business Forms Inc., Denton, Tex., 
which has large continuous form 
presses, which print multicolors, 
punch, perforate and fold — all in a 
single operation. 


> A special tabulating form was 
produced by Moore to the specifica- 
tions of A. Harris & Co. The form 
was a two-color, continuous, inter- 
folded, marginal punched form, 
1914x17” in length. The construction 
was identical to regular continuous 
tabulating forms used for accounting 
purposes. 

The forms were printed on 24 lb. 
white bond stock and punched with 
34" pin feed holes on both sides. 
These forms were delivered to the 
A. Harris & Co. tabulating depart- 
ment in continuous packs and run 
through its IBM Model 403 ac- 
counting machine. This machine 
automatically addressed the forms 
in a designated area at the rate of 
approximately twenty-five per min- 
ute, utilizing the multiple line print- 
ing feature of the Model 403 tabu- 
lator. 

The tabulating cards for this ad- 
dressing function were already 
available in their machine account- 
ing department, thus eliminating a 
typing operation of addressing plates 
or stencils. 

Prior to the addressing operation, 
these tab cards were taken from 
the regular, active account files 


and run through an IBM sorting 
machine, separating them by city 
and state in accordance with postal 
regulations. This allowed the forms 
to be addressed in the order in 
which they would be mailed after 
being converted into envelopes. 


> As the forms were addressed, they 
were automatically refolded into a 
pack as they came through the 403 
tabulator. These continuous forms 
were then passed through a forms 
bursting machine which removed the 
right side pin feed punching and 
separated them into single sheets. 
These single (19-%4x17”) sheets 
were then die-cut, folded and glued 
into a 9x12” envelope in the normal 
manner by an envelope machine. 
This was performed by Hesse Enve- 
lope Co., a large Dallas envelope 
manufacturer. 

The entire operation worked 
smoothly, and the completed en- 
velope was both attractive and eco- 
nomical. Here are some of the cost 
and time-saving advantages gained 
by A. Harris in its new approach 
to envelope addressing. 


1. Over-all savings on the com- 
plete envelope amounted to approx- 
imately $6/M over the ordinary 
custom-made single style. 


2. The postal regulations requiring 
city and state sorting for bulk rate 
mail was rapidly achieved by using 
IBM cards. 


3. No extra typing of names and 
addresses was necessary, since up- 
to-date, active account tabulating 
cards were available. 


4. Labels were eliminated, saving 
the cost of 120,000 labels and the 
many man-hours involved to ad- 
dress and adhere them. 


5. Addressing speed was increased 
by utilizing high-speed IBM tabu- 
lator. 


> Moore Business Forms used two 


Automatic Addressing 
The printed envelopes, 
on a continuous strip, 
were addressed by 
IBM machine, direct 
from customer cards. 
They were then die-cut, 
folded and filled. 





FIRST ADVANCE 
IN RULERS 


Rule parallel horizontal, vertical and diago- 
nal lines . . . make circles, arcs, crosshatch- 
ing—faster, easier, comfortable, accurate 


with ROL-RULER 
New idea in rulers—rolls smoothly on sheet. You 
never have to lift this ruler from paper when drawing 
parallel horizontal or vertical lines. Spiral index in 
window automatically registers horizontal dimension. 
A .multi-purpose ruler with hundreds of uses in every 
field. Make squares, quadrants, etc. A useful tool 
for the sciences graphic arts field, draftsmen, offices, 
industrial. Students, schools and col- 
lege staffs find this ruler a convenient $ 3 95 
aid. 2 for $7.75 

Order by mail. Satisfaction guaranteed. 

Immediate shipment. 
Write for our FREE Catalog of Fine Tools 


Drumcliff Co., Dept. 670, Towson 4, Md. 
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STILL ONLY 


Order by name from 
specimen book sent 


S5o0¢ on receipt of 25¢ 


A WORD | Mailings thruout USA 


FLEXO-LETTERING CO., INC. 
305 E. 46 ST. © N.Y. 17 © PL 3-4943 


— 

ASS CSIN Was 
THE YEAR-ROUND waiting PIECE 
THAT NEVER Frais!!! ANNOUNCE NEW 
PRODUCTS, STORE OPENINGS, SPECIAL EVENTS, 
PRICES, INVITATIONS...ANYTIME YOU. WANT 
resutts. FREE oe ol a 

MARVIC ADV. CORP. 


S61FA MANHATTAN AVE. BROOKLYN 22, N. Y. 





If YOU Are in any 
of these fields... 


Paper 

Printing and Binding 

Premiums, Prizes, and Specialties 
Shows and Exhibits 

Sampling and Couponing 
Typography and Layout 

Labeling and Packaging 

Radio and TV Production 

Signs and Identification Materials 
Audio and Visual Aids 

Direct Advertising 

Art and Photography 
Photoengraving and Platemaking 
Window and Store Displays 
Professional Services 


Your advertising belongs in 


Advertising 
Requirements 
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processes in printing this special 
form. The background was pro- 
duced by lithography and the second 
color was printed letterpress by 
utilizing a rubber plate. Both colors 
were printed in one _ operation 
through the press. By using these 
two processes, special attention was 
required in preparing the artwork. 
The lithographed portion was done 
in the normal fashion. However, the 
art for the letterpress portions had 
to be distorted to predetermined ra- 
tios. This distortion was to allow 
for the stretch variations that occur 
when pliable rubber plates are 
curve-mounted around a printing 
cylinder. 44 


Post Runs 8-Page Insert 
For Hartford Insurance 


For the first time, a magazine of 
national circulation has carried an 
8-page insert in the form of calen- 
dar advertising. 

The claim of being first comes 
from McCann-Marschalk Co., New 
York. The agency handled the in- 
sertion for its client, The Hartford 
Insurance Group. 

The eight calendar advertising 
pages were bound in a 2-page, 
black and white center spread ad- 
vertisement in the December 24 
issue of The Saturday Evening Post. 

Some of the problems faced in 
preparing the insert included legal 
clearances, Post Office department 
rate classification, press and produc- 
tion coordination selection of suit- 
able art, coordination with the 34,- 
000 Hartford agents through the 
country, and provision for over- 
runs for imprinting and use by in- 
dividual agents. 

To meet the needs of individual 
agents, The Post began printing in 
mid-October. Printing of the 6,500,- 
000 inserts to be required in the 
year-end issue began in late 
November. 

McCann-Marshalk said that “pre- 
cise costs” were confidential but 
that the media costs — space 
premiums for special stock, hole 
drilling in each insert to facilitate 
hanging, binding, etc. — came to 
over $400,000. 44 


Pre-coated Aluminum 
Foil Stock Kit Offer 


Analith, a pre-coated aluminum 
foil stock, has been made available 
to lithographers by the Anaconda 
Aluminum Co. 

Usually, before 
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laminated foil 


stock can be printed, it must be 
given an ink-receptive coating upon 
which you print rather than on the 
foil surface itself. Analith foil stock, 
being pre-coated, is ready for the 
press. 

A special kit is available to lithog- 
raphers. It may be obtained by 
writing Anaconda Aluminum Co., 
Dept. LF-4, P.O. Box 1654, Louis- 
ville 1, Ky. 44 


Ditto’s Masterfax 
Performs Four Jobs 


An office machine that performs 
four jobs has been introduced by 
Ditto Inc., Chicago. 

Called the Masterfax, it can 1. 
make masters for offset duplicating 
machines; 2. make masters for the 
Ditto Direct Process duplicating 
machines; 3. make facsimile copies; 
and 4. laminate papers with plastic. 

Claims for the machine include 
that it is the first completely dry, 
orderless machine in duplicating 
history that can perform these four 
jobs in one unit, there are no chemi- 
cals or developing solutions to pour, 
deteriorate, or replace, there are no 
toxic fumes and by eliminating the 
use of carbon, the machine allows 
cleaner reproductions, extended 
runs, better typing work, and effects 
savings in time and money. 44 


Symbol Typing Problems 

Solved by Special Keys 
Special character keys, individ- 

ually fitted with Plexiglas handles 


to simplify use by the typist, are 
being offered by Mechanical Enter- 


The next time I'll rent the building. 


prises Inc., Arlington, Va. 

The faces are inserted with a set 
of bars at the printing point scale 
with impression being made by the 
force of the typewriter key. 

Approximately 400 characters are 
available, including chemical, math- 
ematical and grammatical symbols, 
Greek letters, subscript and super- 
script numbers, many in both pica 
and elite faces. Italics, superscript 
and subscript alphabets and the 
Russian alphabet will soon be avail- 
able. 

A folder is available. 

- for more details circle 213, page 117 


Amsterdam Issues Sheet 
Showing Standard Italic 


Italics of the Standard type series 
are now available in the United 
States, it has been announced by 
Amsterdam Continental Types & 


Graphic Equipment Inc., New York, 
importers and distributors. 

The Standard Italic is available 
in two weights, regular and medium, 


STANDARD 
Medium Italics 


in a full range of sizes, 8 to 36 pt. 
in the regular weight and 8 to 42 
pt. in the medium, a_ semi-bold 
weight. These include two 24 pt. 
sizes in each weight: a 24 pt. small 
and a 24 pt. large. All sizes are 
manufactured on American point 
body. 


- for more details circle 214, page 117 


Folder Tells Use of 
Doric Lettering Set 


Keuffel & Esser Co., has printed 
a color folder to describe its 8935 
Doric lettering set. 

Illustrations include photographs 
of each of the seven pieces of the 
lettering set, and of their wooden 
carrying case. Also shown are sam- 
ples of the letter faces and sizes that 
can be drawn with the set. 

+ for more details circle 215, page 117 


Ballpoint Pen Developed 
To Image Offset Masters 


A ballpoint pen designed to image 
offset masters has been developed 
by the A. B. Dick Co., 5700 W. 
Touhy Av., Chicago. 

According to the company, the 
pen yields particularly good image 
pickup on offset paper masters and 
can also be used on any paper stock 
as an ordinary ballpoint pen. 44 





Salesmen’s Cards Given 
New Switch by Exclusive 


Exclusive Creations Ltd., P. O. 
Box 9366, Philadelphia 39, is mar- 
keting customer relations cards for 
salesmen. 

The cards, stressing the light 
touch, cover almost every selling 
situation including announcing in- 
tention to make a sales call, to let a 
customer know the salesman called 
while the customer was not in, 


thank you’s to prospects who 
granted an interview, to new cus- 
tomers who have placed their first 
order, and to old customers for their 
continuing business. 

Designed and illustrated by Stan 
Fine, cartoonist whose work has ap- 
peared in the Saturday Evening 
Post and other publications, the 
cards, in boxed assortments or in- 
dividual designs in groups 50, come 
with die-cut slots to hold the send- 
er’s business cards. Cost is estimated 
at less than 10¢ by creative spokes- 
men. 44 


Research Project Studies 
Trademarks’ Impressions 


What do trademarks actually say 
about the companies they represent? 

To answer the question, Opinion 
Research Corp., Research Park, 
Princeton, N.J., conducted a sys- 
tematic investigation of the language 
of 121 corporate trademarks and 
found: 


e Trademarks with abstract de- 
signs tend to communicate an image 
of a company that is youthful, pro- 
gressive, forward-looking, research- 
minded. 


e Pictorial trademarks most strong- 
ly communicate past achievement, 
maturity, size, stability, warmth, 
friendliness, a consumer orientation. 


e A bold artistic style, using thick 
dark lines, tends to emphasize 
strength, power, masculinity. 


e Trademarks with thin, light lines 
tend to highlight a relaxed and 


informal atmosphere, warmth, and 
other human qualities. 


e Trademarks that suggest motion 
to the right evoke uniformly more 
favorable impressions than trade- 
marks with leftward motion. 


e Bright colors tend to strengthen 
an image of youthfulness, excite- 
ment, low price, modernity. 


e Muted colors appear to be more 
effective in conveying maturity, 
stability, reliability. 44 


Caslon Antique Face 
Available from ATF 


For a_ limited time, Caslon 
Antique is being offered by Ameri- 
can Type Founders, Elizabeth, N.J. 
in roman and italic in sizes from 8 
pt. to 48 pt. 

Caslon Antique resembles the 
crudely-cut type often used by 17th 
century printers. It is used in adver- 


Caslon Antique and Italic 


predate the types designed by 

William Caslon, but serve to show 

his inspiration and the excellence of his 
engraving as compared with these 

crude but worthy old faces 


tising and 
Colonial, 


where a 
antique or 


printing 
traditional, 


Something New 


quaint effect is desired. It is often 
encountered on certificates, menus, 
wine lists, quotations, keepsakes, 
personal stationery and other print- 
ing efforts of this type. 

- for more details circle 205, page 117 


Master Imaging Process 
Developed by A. B. Dick 


The A.B. Dick Co., Chicago, has 
issued a new master-imaging proc- 
ess which it says is “up to eight 
times faster and substantially lower 
in cost than any existing method.” 

The new method employs a Dick 
master for the fluid duplicating 
process which can be imaged by 
conventional heat-transfer office 
copying equipment in four seconds. 

Any number of masters can be 
imaged from each suitable printed, 
typed, written or drawn original, 
and up to 50 copies can be produced 
from each master in no more than 
30 seconds with a fluid duplicator, 
are other company claims for the 
process. 

Applications suggested include 
engineering paperwork, tabulator 
and automated data processing out- 
put material, teletypewriter mes- 
sages, accounting reports, export 
manifests and source documents for 
air mailing. 44 


. « » Francis Blod, New York designer, did the honors when the Citizens 


& Southern National Bank, Atlanta, Ga. wanted its bank checks re-designed. The new 
checks are being produced in tive pastel colors developed and selected on the basis of 
research among both male and female customers. The new C&S check, in a manner 
reminiscent of some early American checks, bears the bank’s name in the same flow- 
ing banker’s script used on the bank’s stationery. The name appears within a con- 
temporary format created for use with five appealing pastel colors—blue, grey, green, 


pink and brown. 
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Liuyoel Gpuide ane Imdex of 


Art & Photography 


Prest 


a y 
Oak Rubber 
Pioneer Rubber 


Banners, Pennants 


Binders, Catalog Covers 


c Co. 109 
52 


51 


Binding Equipment & 
Materials 


69 
94 
Conventions & Exhibitions 


Advertising Trad 


Copyfitting Aids 


Maberu Cc 


Copying Machines 


ra d XMerox inc 


Decals 


Meyer 
Multi-C 


Screen Prox 


Direct Advertising 


rodie Advertising Servic 72 
rocker H S Cc n ° 72 
ean-Forrest ¢ 116 
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Displays, Window & Store 


59 


_ 20 


62 


5 
15 


Back Cover 


Duplicate Plates 


Rac Flectro+ e 
KNapid tiectrorype ~ 


Envelopes 


Exhibit Builders 


Exhibit Moving 


Aer Mav? 
Viay 


Fluorescent Inks & 
Materials 


r 


Gravure Services 


Indexes 


Aigner 


Inks, Screen Process 


Labels & Tags 


Lettershops 


Brodie Advertising 
Letter Shop Inc. 


Letters, Cut-Out 


Mailing Lists 


Direct Ma Advert 
Drey, Walter, | 

McGraw-Hill! Direct Ma 
Special Correspondent 


Manikins, Rental 
Madisonia Manikin 


Motion Picture Services 


MP-TV Service 


Office Equipment & 
Supplies 


Friden Inc. 
Haloid Xerox 


Packaging Materials 


_ 


ackmeyer Corp 


Papers, Printing 


Cantine, Martin, C 
Consolidated Water Power 
Paper Co. Inside Back Cover 
Eastern F ne Paper & Pulp 
Div 21-22 
Great Northern Paper Co. 91 
Paper C 2 
Howard Paper Mills Inc. 75-76 
Kimberly-Clark Corp 89 
Newton Falls Paper Mil! Inc. 
Inside Front Cover 
Oxford Paper C . 85-86 
Peninsular Paper C ; 95 
Warren, S. D., Co. 24 
West Virginia Pulp & Paper 
G 106-107 


39-40 
& 


Hammerm 


Papers, Specialty 


Bergstrom Paper Cc 
Bienfang Paper C 
Bienfang Products 
Kleen-Stik Product 
Radiant Color Co. 


Photoengraving & 
Platemaking 


Miller & Hutching 


105 


Hutchin 


& Melville Inc. . 45 


World Color Inc. 107 


Photographic Reporting 


United Press International 42-43 


Photo Lettering & 
Typesetting 


Flexo-lettering Co. Inc it 
Foto-Graphic Products Co. .. 52 
Warwick Typographers Inc 97 


Photo Prints, Quantity 


Grogan Photo Cc 
Major Photo Co. 
Quantity Photo Co. 


Postcards, Color 


Corona Color Studic 


Crocker, Ft. S., © 
Premiums & Specialties 


C fflman, A. B. As 
mar Products Inx 


Faultless Rubber 


Gries Reproducer 
Hammond, C. §S 
Maple City Rubber 
Oak Rubber C 
Orchawa 
Rubber 
Ltd 
errace Advert 


Presentation Materials 


American Therm 
Printing 


Ama gamatea Litt 
f America 
rlith 52 
N woort Lith sphina 
Corp. 90 


Ullman Gravure 


‘Back Cover 
Projectors 


DuKane Corp. 
Tel-A-Story Inc. 
Viewlex nc 


Screen Process 


Screen Proce 5 Printing C 


Self-Sticking Specialties 


Kleen-Stik Products Inc. 
Meyercord Co. 

Multi-Co 
Screen Process Printing C 


or Process C 


Shipping Services 
Emery Air Freight 
Sign Materials 


Kleen-Stik Products Inc 





Yarder Mfg. Co. 


Signs & Identification 
Materials 


Geeco Inc 


Kirby-Cogeshall-Steinau 


Meyercord Co. 

Multi-Color Process Co. 

Pratt Poster Co. 

Robertson Sign Co. 

Sign Crafters Inc. 

Ullman Gravure Inc. Back Cover 


QO g 
o 
3 
3 


ey: <) 


105 


ro < 


onsolidated Water Power and 
Paper Co. Inside Back Cover 
Corona Color Studios 116 
Crescent Cardboard Co. 4 
Crocker, H. S., Co. Inc. ... 72 
Dean-Forrest Co. . 


Direct Ma 


Signs, Metal 
Robertson Sign Co. 
Signs, Plastic 


eeco Inc. 
gn 


Crafters Inc. 
Stock Art 


Bernhardt Cartoons ? 44 
Multi-Ad Services Inc. 45 
Volk, Jr Harry Art Studio 101 


Adwertisers 


Stock Photos 
Mack, Douglas 


Typefounders 


Bauer Alphabets Inc. 


Typewriters, Composing- 
Reproducing 


Friden Inc 


UiLUUe aUNeeapnUNaRaanenarennenan teacantoenececentacauaeenscasaceaaienciiaatas 


ALPHABETICAL INDEX 


O00 
3 


ope Corp. . 
Nemours, E. |., & 


< 


— + 


69 


5 
10 Q 


ne Paper & Pulp 
. 21-22 
r Freight | 
Rubber Co. ..... 60 
ttering Co. Inc. iit 
Products Co. 52 
17 
, 59 
tter Co. Inc. .......116 
+t Northern Paper Co. .. 91 
Reproducer Corp. .... 60 
yan Photo Co. sic 
play Inc. = 66 
108 
ins 7 
Paper Co. ... 2 
Co, @ Cane 
Hankscraft Co. .... cssigileciy ae 
Howard Paper Mills Inc. 75-76 
Hutchings & Melville Inc. ... 45 
Indiana Wire & Specialty 
Ce c. Goce ee 


Jackmeyer Corp 
Johnstone & Cushing 
Kimberly-Clark Corp. 
Kirby-Cogeshall-Steinau Co. 
Kleen-Stik Products Inc. 6, 
Letter Shop Inc. 
Mack, Douglas . 
Madisonia Manikins Inc. . 
Major Photo Co. 
Maple City Rubber Co. . 
Marvic Adv. Corp. ; 
McGraw-Hill Direct Mai! Div. 
Meier, Joshua, Co. Inc. 
Meyercord Co. 
MP-TV Services 
Multi-Ad Services Inc. ... 
Multi-Color Process Co. 
Nashville Display Mfg. Co. 5 
National Color Laboratories 100 
National Tag Co. 5 80 
Newport Lithographing Corp. 90 
Newton Falls Paper Mill Inc. 
. Inside Front Cover 

Oak Rubber Co. a 70 
Orchawaii nee 
Oxford Paper Co. .. 85-86 
Peninsular Paper Co. : 95 
Peterson Electronic Die Co. 

Inc. rd 51 
Pioneer Rubber Co. . 65 


Typography 


Bundscho, J. M., Inc. 
Service Typographers Inc. 
Warwick Typoagraphers Inc. 


Visual Aids 


DuKane Corp. , 
Meier, Joshua, Co. Inc, ... 
Peterson Electronic Die Co. 

Inc, s 
Tel-A-Story Inc. 


Viewlex Inc, 


Pratt Poster Co. 15 
Prestype Inc. : 44 
Progress-Hanson-Progressive 
Group z 90 
Quantity Photo Co. ; 45 
Radiant Color Co. ; 
Rapid Electrotype Co. ... 8! 
Rik Shaw Assoc. Ltd. , ae 
Robertson Sign Co. 14 
Scot Ties Ltd. 66 
Screen Process Printing Co. 
Sersen's Imprinting ; 52 
Service Typographers Inc. 88 
Sign Crafters Inc. 56 
Special Correspondents Inc. 44 
Tauber Plastics Inc. . 94 
Tel-A-Story Inc. de 
Tension Envelope Corp. . 18 
Terrace Advertising Co. .... 64 
Ullman Gravure Inc. Back Cover 
United Press International 42-43 
Viewlex Inc. si 53 
Volk, Jr, Harry, Art Studio 101 
Vue-More Corp. oe 
Warren, S.D., Co. . 
Warwick Typographers Inc. 97 
West Virginia Pulp and 
Paper Co. .... 106-107 
World Color Inc. . ne 
Yarder Mfg. Co. . onde 


February 1961 + Qi - 115 





Faefaedl Stunt fa 


Services and Supplies 


HELP WANTED 


AD AGENCY 
PRODUCTION ASSISTANT 


We need young man with three to 
five years experience in an agency 
production department. Our job is di- 
versified and offers good opportunity 
to grow with one of Chicago’s lead- 
ing agencies. We have the following 
employee benefits 

1) Air conditioned loop office 

2) Group Insurance and 

Hospitalization 

3) Profit Sharing Trust 

4) Good Starting Salary 
Replies will be kept confidential. 


Write Box 48 ¢/o Advertising Require- 
ments, 200 E. Illinois St., Chicago, Ill. 


£ OSOOOOOOHOOOO 


One man agency wanted for depart- 
ment store chain. Department store 
advertising experience essential. Must 
understand advertising budgets, cam- 
paign planning, working with merchan- 
dise departments, write own copy, 
know production from rough through 
finished product, etc. Strong mail order 
background definite asset. Box 47, 
c/o Advertising Requirements, 200 E. 
IMlinois S?., Chicago 11, Hi. 


QD QDOODOO~DnHYHEm” 


ART DIRECTOR 


Versatile artist capable of building dept. 
for lithographer specializing in full color 
only; design and mechanical for stationery, 
ad pieces, etc. Near Nyack, N.Y. Write 
full details Box 49 ¢/o Advertising Require- 
ments, 630 Third Ave., New York 17, N.Y. 


ALPHABET LETTERS 


Free Samples 
& Catalog 


Grace Letter Co.,Inc. | 


77 Fifth Avenue, Dept. D 
New York 3, N.Y. 
Watkins 4.0850 


ALPHABETS 


ADVERTISING SPECIALTIES 


CIMMICK MAILINGS 


AS LOW AS 13c EACH [J 
Teal ee 


HQ: 305 7th Ave., N.Y. 1, N.Y. + OR 5-6500 
BR: 30 W. Wash., Chi. 2, lil. + AN 3-6622 
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MANIKINS 


Available 


on a modest rental 


basis, to lend dis- | 
tinction to your | 


trade show exhibits 
and special promo- 
tions. We manikins 

work 24 hours a 
day without tiring. 
Complete selection 


of ladies’ men’s and | 


children’s figures. 


MADISONIA MANIKINS, INC. 


NEW YORK: 152 W. 25 St., CHelsea 3-1550 
CHICAGO: 11 So. Desplaines. DEarborn 2-6818 
Dallas, Texas, 3007 Canton St., RI 77-1937 


COLOR POST CARDS 


2 NATURAL COLOR 4 
aay te eas 
y JUMBO—RETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8"2 x 11 
25¢ ec. in 1M quantity 
COLOR PRINTS—DYE TRANSFER—TYPE € 
Write for Price List and Somples 


CORONA COLOR STUDIOS 


72 W. 46th St. New York 36, N. Y 


ADDRESSOGRAPH PLATES 


ADDRESSOGRAPH PLATES 


Brand new plates and frames for your 
addressograph and speedaymat machines. 
New low prices. Price list available. 


DEAN-FORREST CO. 


7 Foster St., Revere 51, Mass. 


DECALS 


Permanent type tough “Vinyl” 
applied in seconds without water. Saves labor; no 
curling in storage. MADE TO YOUR SPECIFI- 
CATIONS...lettering, numbers, your trademark, 
Send now for FREE SAMPLES and estimate. 


SCREEN PROCESS PRINTING CO. , P.0.Box 948, Wichita! Kansas 


ART SUPPLIES 


DALTON 
‘*‘admaster"’ 


100% reg leyeut end visvolizing ped. 





SIGNS 


AMIN BLANKS 


*Tackers Real Estate * Traffic Control 
®Circles * License Plate * Steel * Aluminum 
©32 Ga.to 14 Ga. *All Sizes, Shapes, Colors 


THE YARDER MANUFACTURING CO. 
725 PHILLIPS AVENUE, TOLEDO 12, OHIO 


Better 
Mousetraps 


Need 
‘Sell’ 


They used to say, “build a 
better mousetrap and the 
world will beat a path to 
your door.” 


This may well be so—but 
something’s missing. The 
world has to know about 
your better mousetrap, or 
your audio-visual aids, or 
your new paper or the thou- 
sands of products and serv- 
ices needed to put life in 
advertising, promotion and 
merchandising. In short, you 
need a showcase. 


If you have a product or 
service which today’s buyers 
and specifiers in promotion, 
production and merchandis- 
ing should be using, the 
place to show it to them is 
Advertising Requirements. 

With an editorial format tai- 
lored to their daily profes- 
sional needs and _ interests, 
AR is read and responded to 
by thousands of executives 


whose purchases create a $8 
billion market annually. 


Use the 
AR showcase 
for 
Advertising 
Results 





201 /Circle on Readers’ Service Card 
GE Lighted Displays 
. a folder of display ideas using minia- 
ture decorative lamps has been made 
available by General Electric Corp. 
(Page 34) 


202 /Circle on Readers’ Service Card 
Eastman Sign Booklet 

- a guide to the use of Tenite Butyrate 
in outdoor signs is available from Eastman 
Chemical Products Inc. (Page 59) 


203 /Circle on Readers’ Service Card 
Banners and Drapes 

. a booklet showing many advertising 
banners and draperies has been released 
by Hollywood Banners. (Page 62) 


204 /Circle on Readers’ Service Card 
Executive Yo-Yo 

. Horber’s describes a novelty execu- 
tive gift that doubles as a paper-weight 
is available from Horber’s. (Page 67) 


205 /Circle on Readers’ Service Card 
Casion Antique 

« is available from American Type 
Founders and ATF has available specimen 
sheets showing the typeface. (Page 113) 


206 /Circle on Readers’ Service Card 
Sound Effects 

- Tanging from the blast of a cannon 
to the lisp of a baby are included in a 
catalog of MP-TV Services. (Page 51) 


207 /Circle on Readers’ Service Card 
Color Processing 

. of motion pictures is explained in a 
booklet issued by General Film Labora- 
tories. (Page 52) 


—_——) 


Use these return cards 
for your copy of publications 
mentioned on this page 
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HRequirements 
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*Send for these free helpful selling tools 


208 /Circle on Readers’ Service Card 
Plastic Inflatables 

- @ fullcolor brochure from Alvimar 
shows the wide variety of shapes and 
promotional uses to which its plastic toys 
and balls are adaptable, (Page 68) 


209/Circle on Readers’ Service Card 
Shopping Reminder 

. . Marcie Corp. has introduced a con- 
venient list for the housewife, to remind 
her what she needs to buy. (Page 68) 


210/Circle on Readers’ Service Card 
Powered Tools 

. Thompson Designs offers circulars 
telling about its line of hand tools that run 
on ordinary flashlight batteries. (Page 68) 


Please have the following sent me. 


201 202 203. 204 205 206 


07. + 208 «#6209 «6210 «6211 212 


213 «214 #215 216 2179 218 


219 220 221 222 223 224 


and would like to receive the next 
twelve monthly issues (U.S., Canada 
and Pan-America, $3; all others $5) 
please check below: 


BUSINESS REPLY CARD 
First Class Permit No. 95 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois $t., 


Chicago 11, Hil. 


211/Circle on Readers’ Service Card 
Monogram Initials 

- - samples of gold Mylar initials and in- 
formation on their premium use can be ob- 
tained from the Larido Corp. (Page 70) 


212/Circle on Readers’ Service Card 
Beauty Bath Pack 

..@ new matchbook specialty, designed 
with the traveler in mind, is described 
by Premium Sales Division. (Page 70) 


213/Circle on Readers’ Service Card 
Symbol Typing 

. . . is made easier with special character 
keys, according to a folder from Mechan- 
ical Enterprises Inc. (Page 112) 


*Please print or type information below 
NAME 
TITLE 
COMPANY 
PRODUCTS SOLD 
ADDRESS 
Cir & ZONE 


*Note: inquiries for items listed 
not serviced beyond May 15, 1961. 


Chicago, Il. 
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*Send for these free helpful selling tools 


214/Circle on Readers’ Service Card 
Standard Italic 

. » «is shown on specimen sheets available 
from Amsterdam Continental Types and 
Graphic Equipment. (Page 112) 


2185/Circle on Readers’ Service Card 
Lettering Set 

. color folder explains uses and func- 
tions of a lettering set made by Keuffel & 
Esser Co. (Page 112) 


216/Circle on Readers’ Service Card 
Clipbook Art 

. a sample sheet from the Yankee Cli 
per, Volume 111, is available from Amer- 
ican Marketing Services. (Page 46) 


BUSINESS REPLY CARD 


First Class Permit No. 95 


Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 


200 East Illinois St., 
Chicago 11, fil. 


Loi E 
NOT: 


217/Circle on Readers’ Service Card 
Controlled Shrink Packaging 

. a brochure on Cryovac is available 
from W. R. Grace & Co. (Page 46) 


218/Circle on Readers’ Service Card 
Line Art 

. is converted from photos in a process 
developed by Rapid Copy and explained 
in a folder. (Page 47) 


219/Circle on Readers’ Service Card 

Menu Papers 

; . are shown in a packet prepared 

and offered by the Beckett Paper. Co. 
(Page 109) 


Chicago, Ill. 


220/Circle on Readers’ Service Card 
Kalamazoo Label Folder 

. » new gummed labels, printed on Prone 
paper, are described in a folder from Kal- 
amazoo Label Co. (Page 84) 


221/Circle on Readers’ Service Card 
Keytronic Sorting Machine 

. @ folder showing the key features of 
an automatic mail sorter is available from 
Universal Business Machines Inc. (Page 77) 


222/Circle on Readers’ Service Card 
Coin Bank Mailers 

. . » Saving Specialties Co. describes its 
goodwill do-it-yourself mailers. (Page 77) 


223/Circle on Readers’ Service Card 
Mailing List Catalog 
. - Dunhill International Inc. releases a 
revised catalog for 1961 mailing lists. 
(Page 77) 


224/Circle on Readers’ Service Card 
Full Color 

. is available on many printing jobs 
and a brochure by Colorcrafters tells you 
how to evaluate costs. (Page 97) 


225 /Circle on Readers’ Service Card 
Cold Type Help 

- Is available for these who are un- 
familiar with these processes in a type 
book from Seabury Composition. (Page 97) 


*Please print or type information below 

9902 
Please have the following sent me. 

1 202 203 204 205 206 
07 208 209 #+%210 $211 212 
213 214 #215 216 217 218 COMPANY 
219 220 221 222 223 «4224 
225 


NAME 


TITLE 


PRODUCTS SOLD 


ADDRESS 


If you do not have a personal Ad- 
vertising Requirements subscription 
and would like to receive the next 
twelve monthly issues (U.S., Canada 

Pan-America, $3; all others $5) 


es 


Use these return cards 
for your copy of publications 
mentioned on this page 


CITY & ZONE 


*®Note: inquiries for items listed 
not serviced beyond May 15, 1961. 
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JERRY LEWIS STARS IN HIS PRODUCTION OF CINDERFELLA/A PARAMOUNT RELEASE 


Get in your licks! If high costs are eating up your profits, here’s a sweet idea. With- 
out budging a bit on quality, you can cut down costs on catalogs, sales folders and other 
printed material by specifying Consolidated Enamel Printing Papers. As the world’s 
largest enamel printing paper specialist, Consolidated offers finest quality for less. Get 
the facts and free test sheets from your Consolidated Enamel Paper Merchant. He'll 
be a really big help in sweetening your profits. 


® 
Available only |through your Consolidated Paper Merchant. orecokdetec 


LARGEST ENAMEL PAPER SPECIALIST 


Consolidated Water Power & Paper Co. + Natl. Sales Offices, 135 S. La Salle St., Chicago 





THAT PUT 


FULL COLOR 


ULLMAN TRANSPARENCIES give your 

( CARUNG ) advertisement a brilliance not possible in paper 

ee prints... unobtainable in any other process 

R L-: | YCAP ——, because only ULLMAN builds a light-refract- 

° 5 , ba ing surface into each Transparency ... prints 

te , picture copy on both sides of clear plastic in 
perfect register. 

Your ad gets magnificent color build-up in 
front of the light because there is no printing 
screen to break up the continuous tone picture. 
The advertising message stays bright even 
should the Shadow Box light fail. 

No warp. No wrinkle. ULLMAN TRANS- 
PARENCIES won't fade in front of a light 
source. From 200 pieces to any quantity. Any 
size up to 37” x 49.” 


eople Like It! 


LET US SHOW YOU HOW TO 
Light Up Your Promotion Program 
Write for descriptive literature and 


Light boxes created by Tel-A-Sign, Inc. of Chicago I ee Pern 


A division of The Uliman Company, Inc. 
Established 1888 


FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES 
+ SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 


For local information Atlanta, Ga.-TR 4-1672 Cleveland, Ohio-PR 1-0224 Minneapolis, Minn.-FE 9-7881 St. Louis, Mo.-PE 1-514 
il th -, Cambridge, Mass.-UN 4-4500 Dallas, Tex.-FL 1-0625 New York, N.Y.-HY 7-3700 San Freacis : Cal x ’. 
ca these numbers co a 0294 
Chicago, Il!.-GR 7-3121 Hannibal, Mo.-AC 1-6300 Pasadena, Cal.-MU 1-0477 Seattle, Wash.-MA 4-7756 
Cincinnati, Ohio-PA 1-5100 Miami, Fla.-H! 8-9302 Rochester, N.Y.-BU 8-2550 Oo ntact our Home Office 
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